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Philadelphia, Detroit, Boston, Washington, and Cleveland. 


3 Now Juan Valdez goes on TV in 10 major U.S. markets. 
. Million-dollar Colombian Coffee campaign to be seen in | 
oe New York, Chicago, San Francisco, Los Angeles, Pittsburgh, | 


MOVE BAGGED COFFEE 


FASTER 


TODAY, 

SUPERMARKETS 

WANT TO ELIMINATE 
GRINDER DELAY... 


Meet the demand with pre-ground coffee 
in extra protective ‘‘K" ‘cellophane-lined bags 


Why you will sell supermarkets more 
bagged pre-ground coffee. Because 
pre-ground coffee ends customer de- 
lay, spillage and waste. It ends pilfer- 
age from unsealed bags and provides 
selling space instead of grinder space. 
This means supermarkets sell more 
coffee faster, make more profit when 
they sell bagged pre-ground coffee. 
This means they’|l want to stock more 
of your coffee. 


Why “‘K” cellophane-lined bags? Be- 
cause new “K”’ cellophane gives cof- 
fee extra protection . . . locks in the 
just-ground freshnessand flavor people 
want. ‘‘K”’ cellophane is tough. Tests 


OCTOBER, 


prove it can take rough shipping and 
handling. Yet, with all their advan- 
tages, coffee bags with new “‘K’”’ cello- 
phane liners are economical. 

So profit from the supermarket trend 
to pre-ground bagged coffee by using 
“K”’ cellophane-lined bags. See your 
bag supplier or, for more facts, fill out 
the coupon below and mail it today. 


KEPT 
FRESH IN 


Us. pat OFF 
BETTER THINGS FOR BETTER LIVING 


YOURS FREE! 
4-PageBooklet,“ANew | @ 
Bag Liner for Coffee’ 


E. I. du Pont de Nemours & Co. (Inc.) 
Converter Sales, Film Department 
Nemours Building 
Wilmington 98, Delaware 

Please send me my free copy of Du Pont’s 
booklet, “‘A New Bag Liner for Coffee.” 


Name. 
Firm 


Street. 


City 


State. 


| | | 
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1%, 242, 3,5 &10 
gal. capacity. 
Prices start at $79 


CECILWARE 


coffee 
carriers 


with 30% more 
heat retention 


Specia! fiber glass insulation does 
the trick so you can be sure the brew 
is always piping hot, on the spot. — 

. . . and when you need coffee in. 
really large quantities, use Cecilware ~ 
carriers with our super-capacity 
urns. Gas or steam, urn prices start * 


at $1450. 
* 


CECILWARE 


60 Gallon 


SUPER CAPACITY 
| URNS 


See your dealer now. Write 
for our new Bulletin #60. 


| CECILWARE-COMMODORE 
| 43-05 20th Avenue + Long Island City 5, N. Y, 
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Burns Blending Systems Improve 
Quality Control and Cut Costs! 


MORE 
THANEVER 


Py 


Burns Blending Systems are engineered to 
give you the most efficient operation for 
your particular volume and type of business. 


Installed to work smoothly with either con- 
tinuous or batch roasting, Burns Blending 
Systems can be push-button controlled or 
operated manually. Automation can be car- 
ried as far as is profitable for your pro- 
duction requirements. 


Completely versatile, Burns Blending Sys- 
tems permit use of either weight or volume 
as a means of controlling blend. 


Why not inquire today about how the effi- 
ciency of Burns Blending Systems can im- 
prove your quality control and cut your 
costs. 


AND SONS, INC. 


IN CHICAGO CHICAGO IN SAN FRANCISCO 
AN FRANCISCO 

B. F. Gump Co. Tempo-Vane Mfg. Co. 
| 1325 S. Cicero Avenue 330 First Street 
if Chicago 50, Illinois 600 WEST 43rd STREET + NEW YORK 36, N.Y. San Francisco 5, Cal. 
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in the NEWS 


The year 1960 has been notable 
for the important ‘‘plusses’” which 
have occurred for the tea industry 
in this country. The impetus which 
they have given the commodity will 
be felt more and more in the month's 
ahead. 1960's package of good news 


for teamen included the following. 


® 8 The year may well go down as 
the period of the big “break 
through” for instants. As early as 
May one source indicated that :t al- 
re ady accounted for five percent of 
total tea sales in this country. Still 
another authority believes that the 
product may add as much as ten per- 
cent to the tea market in the next 
three or four years. Next year we 
can expect a merchandising fight as 
the big names square off. But the 
important thing to remember is that 
the “break through” 
complished fact. From here on in 
whether your product is leaf tea, or 
instant, the battle lines are drawn. 
No matter what the eventual result 
may be, the overall effect can be 
nothing more than greater consump- 
tion of tea in this country. 


is NOW an ac- 


# ® June saw the opening of New 
(Continued on page 7) 
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. no one can dispute that fact. Part of the reason 
for this continuing aggressiveness of the product, sales- 
wise, can be found in the expanding marketing concepts 
of our own Tea Council of the United States. With our 
advertising program entering the realm of a new and 
exciting tea product more and more of the American 
consuming public will presently ‘have gotten the mes- 
sage. Examine the import figures if you still hold any 
doubts about the widening sales circles created by tea 
in this country. For the first six months of this year tea 
imports totalled 73.5-million pounds. That's an impres- 
sive amount of tea, and predictions are that a record 
|17-million pounds will have been channeled through 
our ports by year's end. The industry is embarking on 
a project ‘Instant Tea’’, and is, and will continue to pour 
promotional dollars into this newest of products. It's 
an area which may well pay big dividends. 


"Tea," in the words of R. B. Smallwood, Chairman of 
the Tea Council, "is forging ahead'’. That means more, 
not less effort on our part to insure that the impetus we 
have gained is not lost. To which we are sure that all 


tea men in this country will say, Amen! 


in 1965 ty, 
highs reach n ny 
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5 important steps in our service to the 
Tea Trade 


OLD SLIP 


Warehouse, Inc. 


Tea Storage 


Blending 


Reconditioning 


Repacking 


Tea Packaging for the Trade 


ADDRESS ALL INQUIRIES TO MAIN OFFICE 


37-41 Old Slip, ‘New York 5, N. 


WAREHOUSES AT 
37-39-41 OLD SLIP 
67-69-71-73 FRONT ST. 38-39 SOUTH ST. 
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“TEA’S in the NEWS”’ Estimates of the number of addition- 


York’s Tea Center, another facet in 
the steadily increasing publicity ef- 
forts of the Tea Association of the 
U.S. With it the industry has crea- 
ted a new image for tea in the mind 
of the public. The “tea story” being 
told at the Center is impressing on 
hundreds of consumers the fact that 
proper brewing methods are impor- 
tant. This impact too will have last- 
ing effects on future sales of tea. 


# ® The trend of tea imports into 
the United States increased dram- 
atically in 1960. Comparitive figures 
for the six-month period through 
August showed that 82,011,223 
pounds were received. In 1959 the 
figure at this same point stood at 
75,190,321. The 1960 six-month to- 
tal means that as of this point our im- 
ports have risen by almost 10 percent 
over the previous year. 


# ® In June and July the Tea Coun- 
cil of the U. S., in a joint coopera- 
tive advertising venture with Sun- 
kist Growers embarked on its suc- 
cessful $250,000 merchandising cam- 
paign centering around iced tea. A 
feature of the promotion was the 
“Iced Tea-Lemon Tree’ contest 
which was announced in Life mag- 
azine with a two-page, four-color 
spread advertisement. All told, in- 
dividual insertions in newspapers 
and magazines of the contest entry 
blank reached a record 23.6-million. 
In addition a field force of Tea 
Council member packers, and Sun- 
kist merchandising staff of 255 spe- 
cialists and salesmen saw to it that 
supermarkets were not neglected. 


al contest blanks distributed in this 
area amounted seven-million 
blanks. Coupled with a barrage of 
television and radio trailers it is 
doubtful that very many American 
consumers overlooked iced tea dur- 
ing Summer-1960. 


= ® Latest effort of the Tea Coun- 
cil is centered around the need for 
an overall extension of the iced tea 
season rather than its compression 
into a few short months. According 
to test surveys conducted by the 
Council it would appear that this 
lengthening of iced tea’s traditional 
season can be extended. Needed, 
however, is a considerable amount 
of education in this direction both 
towards the consumer and the res- 
taurant owner. The Council did 
find in tests conducted in restaurants 
over a period of two years that more 
than 50 percent of normal summer 
iced tea business can be extended 
into the fall and winter months if 
the product is properly publicized. 
Some of the restaurants where the 
tests were conducted found that the 
season could be profitably extended 
through the entire winter season. 
It’s just one more indication of the 
extreme adaptability of Tea the year 
‘round, 


# ® There's reason to suppose that 
the year 1960 will go down in the 
books as one of the most successful 
from Tea’s promotional standpoint 
that has yet occurred. Undoubtedly 
there are promotional areas yet to be 
tackled, particularly in the untapped 
youth market, but this year’s pro- 
gram has_ been exceptional, and 
profitable as well. 
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FACES IN THE CROWD 


BARKER, President of 
Thomas J. Lipton, 
Inc., whose provocative 
guest editorial outlin- 
ing the road ahead for 
TEA in the U. S. will 
be found on page ? of 
this special convention 
issue. 


CHATTERJI, Tea Ad- 
visor to the Indian 
Consulate in New York. 
His story on the plans 
India is making to ex- 
pand both production 
and quality of TEA in 
the face of rising con- 
sumption appears on 
page 29. 


DICK, recently appoint- 
ed Tea Examiner of the 
United States. Mr. 
Dick discusses the 
trends of forty years of 
TEA imports into this 
country in a_ special 
feature on the subject 
contained in this issue 
on page 20. 


STELZER, President of 
New York's Student 
Marketing Institute, and 
an authority on the 
youth market discusses 
the vast promise which 
this segment of the 
population holds for 
our industry if proper- 
ly approached. Story 
on page |0. 


= PORTER, Chairman of 
The Tea Council of 
Canada, an organiza- 
tion which keeps the 
TEA story constantly 
brewing before the 
Canadian consumer. His 
remarks on the Coun- 
cil's program are on 
page 33. 


. AND, in the spe- 
cial Tea _ convention 
issue which follows 
you'll find a host of 
other stories by equally 
anthoritative writers re- 
garding the TEA pic- 
ture in other areas. 
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irculation*® is Soaring 
xX to new heights 
ntly reaching new 

readership 


For 83-years, COFFEE AND TEA IN- 
DUSTRIES has been reaching and encom- 
passing more diversified groups of people 
in, and related to, the coffee, tea and spice 


fields. 


It is THE publication which reaches all 


of the important people on the policy and 


purchasing levels. 


It is THE publication which has the heavi- 
est readership because it is recognized as 


the most authoritative. 


@ e@ e It is THE publication which contains the 
best editorial coverage, in the broadest and 
most complete sense of the word, presented 


in the newest and freshest format. 


@ @ eC & Ti, the initials tor Coffee and Tea In- 
dustries, stands for Current and ‘Timely 
Information. Proudly spoken, this has been 
the case since 1877. That's quite a record, 
83 years of experience in reporting, inter- 
preting, and making sales for the trade. 
*to prove a point, Coffee and Tea Industries has applied for membership to BPA (Business Pub- 


lications Audit) the bureau which verifies the circulation of business publications, effective with the 


September, 1960 issue. 
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Guest editor, W. Gardner Barker, president of 


Thomas J. Lipton, Inc., discusses the future, 


and the ‘favorable plusses" which exist for tea in the... 


Within a few months the tea industry, 
along with all other American business, 
will be closing books on the first year of 
a promising new decade. | think it is 
helpful at a time like this to review recent 
developments and try to formulate a bet- 
ter perspective of future opportunities. 

Certain segments of the U. S. economy 
have experienced difficulty in 1960. Steel 
and automobiles are probably the best ex- 
amples, where companies expected more 
volume than has actually materialized. 
Also the manufacturers of building ma- 
terial have been disappointed in the num- 
ber of new homes placed under construc- 
tion. Cool summer weather had an ad- 
verse effect on the sales of air condition- 
ers and other seasonal items. 


But many parts of the great business 
complex of this country have continued to 
enjoy better trade than ever. Service in- 
dustries are up, retail sales are good and 
food stores seem headed for another ban- 
ner year. Population keeps growing at 
about the same steady rate, employment 
is higher and the important factor of 
personal income is again trending toward 
a new record. 

As the result of all these forces, total 
activity of the economy will doubtless 
show a substantially greater gross nation- 
al product figure in 1960 than any pre- 
vious year. 

Now what about the tea business? Here, 
too, we find a mixture of changes, some 
favorable and others not so tavorable. 


“big job ahead” 


Looking first at the problem areas, we 
note that consumers have not shown any 
significant increase in regular tea pur- 
chases this year, and the trend on packag- 
ed loose tea continues to decline. On the 
other hand, sales of tea bags are still in- 
creasing, and while instant tea represents 
a relatively small part of the market the 
gains in volume for this item appear more 
and more impressive. Another fact to 
consider is total imports, which during 
the first seven months of this year were 
11 percent above the comparable 1959 
period. We have reason to believe that 
some of this reflects better sales in the 
institutional field. 

Thus in the aggregate, tea is showing 
progress in 1960, but I’m sure all of us 
would like to see a faster pace. U. 5. con- 
sumption of our fine product somewhat 
exceeded population growth in the decade 
of the fifties. The big job ahead is to 
make certain that larger per capita gains 
will be made during the sixties. 


This calls for lots more of the same 
kind of teamwork our industry people 
have shown in the past. We simply must 
find better ways to convince the Ameri- 
can public of the outstanding virtues and 
benefits of tea. Certainly our quality 
story is good, prices are attractive and 
tea is available in any form the consumer 
likes best—whether as loose tea, bags or 
instant. The rest is up to us. We all have 
the assignment to help create a larger 
market by getting more people to drink 
tea on a daily basis. 
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~“TEA’S in the NEWS” 


target for today — America’s teenager 


The teen-agers of America—nearly 20 million strong 
and spending about 10 billion dollars this year—are a 
“MUST” market for any food or beverage. Yet careful 
examination of the promotional activities being conducted 
by associations and firms in the tea and coffee industries 
show that this ‘must’? market is actually a “neglected” 
market in this field. 

There are four definite reasons why teens are musts 
to you in the tea and coffee family: 1) their size and 
purchasing power, 2) their role in influencing family liv- 
ing and spending, 3) their rich potential as an adult 
market, 4) their trend setting activities. Let's take a look 
at each of these reasons for the tea and coffee industries. 


about the author... 


Robert Stelzer, author of this article on the vast po- 
tential for sales which exist with the American teen- 
ager, is a recognized authority on the subject. President 
of New York's Student Marketing Institute, Stelzer has 
authored many articles for national magazines on this 
increasingly important sales area. In addition, he is in 
constant demand as a lecturer on the mores of the Ameri- 
can youth market. 
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In size—the teen-age group is che most rapidly grow- 
ing market in the nation. Numbering 20 million today— 
they will reach 25 million in only 5 years. . .yes—the teen 
market is growing at the rate of a million a year. In 
10 years, the teen market may come close to doubling 
what it was in 1955! . .And the total U.S. population will 
only grow about 25%. And while the size grows the 
purchasing power—10 billion dollars now—will leap 
right along with it. 


Influence on Family Spending 


What about the teens role in influencing family living 
and spending. Teen-age girls have a three-way impact: 
as mother’s household helper; as hostesses; and as brides. 
As mother's household helper, 96.9% of girls accept re- 
sponsibility for meal planning—according to a survey by 
Seventeen. Seventy-nine percent go on food shopping 
trips by themselves; 88.6% use a shopping list; 76% make 
new, on the spot, purchases; 94% admit to padding the 
shopping list with their own preferences; 67% reported 
they have influenced their families to try a new or differ- 
ent brand (75% of mothers polled by Seventeen admitted 
that their daughters are the “family food pioneers’). 
Shopping is not all: 91.8% help cook an average of 9 
meals a week, and 9 out of 10 average 5 baking sessions 
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during the course of an average month. 

As hostesses, 3 out of every 5 teen-age girls give an 
average of 41/4 parties a year. And their planned parties 
have planned menus. 

Looking at them as brides, you'll find these statistics re- 
vealing. The universal custom of “going steady” leads to 
early marriage. Almost all teen-age girls live their daily 
lives with one thought in mind: marriage. A 13-year-old 
will have a minor interest in dating, engagements and 
weddings. With 17-year-olds, these subjects will be her 
major interests. More girls marry at the age of 18 than 
at any other age. Each year 765,000 girls between ages 
13-19 are engaged; with the median age for engagements 
at 17.1 years. Engagements usually last 6 to 8 months; 
but 849% of teens, when questioned felt that 3 months 
is an ideal length of time for engagements: Forty-nine 
per cent of all first brides are teenagers, with over 500,000 
teen-agers marrying each year. 

The trend setting activities of teens is widely known in 
the food and beverage fields. Pizza Pies, French Fries, 
“Black Cow” and other concoctions emanated from the 
teens to the general population. 

Points to Remember 

There are two points to remember 
teen-agers: 

1. It is easier to start a habit than to stop one 

With youth, first impressions last. 

These two points are slogans which are the byword in 
the youth market. Let's see how they apply to you in the 
tea and coffee industries. Today's teens have already 
started their habits in the beverage field and they are not 
good habits for you—both hot and cold—have been adop- 
ted by today’s teenagers, have become habitual with them. 
And remember, it’s easier to start a habit than to stop one. 

Let’s look at ‘Tea and See’. The last time that the tea 
industry published research on the tea drinking habits of 
teens was in 1945. At that time, the results showed that 
more than half of the teens NEVER drank tea! And 
only about one in 12 drank tea daily. The rest were some- 
what in between. 

In the 15 years that have intervened, very little has 
been done to combat this situation. The Tea Council 
produced an excellent filmstrip and have had extensive 
distribution to the schools through Audio Visual School 
Service, but this strip is now several years old. Individual 
tea companies report little—if any—activities among the 
teen group. There are steps needed quickly—before it is 
too late—to counteract this trend. The teen market must 
be thoroughly researched to find out their tea and coffee 
likes and dislikes—and how to make drinking of these 
beverages an important part of the teenagers daily life. 
Then the teens must be advertised to in their own media 
with their own messages, sampled at their social functions, 
promoted to through contests, publicized to in the teen 
columns of newspapers and magazines, and educated at 
school by material sent to teachers for classroom use. 


in dealing with 


Here’s a Suggestion 


As a suggestion—the low caloric content of tea and 
coffee. . .combined with the “sociability” of these bever- 
ages—are two natural beginners in reaching, influencing 
and selling the teen market. Remember that teens are 
extremely diet and grooming conscious since they are in 
the courtship phase of life. They are aware of caloric 
hazards of other beverages. Remember too, that teens are 
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sociable creatures, and love to know how to be good hosts 
and hostesses. The “Art of Giving a Tea’’—for example— 
is a subject that is dear to the heart of every teen-age 
girl. Material on this subject would be most welcome if 
properly prepared and promoted. 

The teenage market is ready for a new beverage. Just 
as soft drinks are a symbol of entry into the new world of 
adolescence among the younger teens, the older teenagers 
are ripe for still another beverage to represent a new 
phase in their growing up. But here’s the real impor- 
tance. If you don’t get teenagers drinking tea and coffee 
ay lose them forever. If this happens, you 


are lost. 


the battle for the teenager... 
> If you've had occasion to leaf through any of the 


slick-paper, consumer magazines lately, you'll have 
noticed that there's a healthy bit of advertising be- 
ing devoted to wooing the youth market by count- 
ess beverage companies. Perhaps the most familiar 
of these is our old friend Coca-Cola, who have been 
getting their message across to this segment of the 
market for a good many years now. Winter or 
summer the advertising showing a young couple 
with “coke hoisted to their lips is there to sell 
the product. Only the background changes to con- 
form with the season. Even our friends in the beer 
industry have come up with advertising which plugs 
hard for the product with photographs of smiling 
American youth at beach parties, or posing in front 
of a mountain ski lodge. 


> Leaf further through the magazine. You'll find 
no similarly slanted material which points up the 
advantages of tea or coffee to the teenage market. 
We listen attentively to what's been said about the 
importance of this market, we read up on it avidly, 
then apparently we sit back and forget about what 
an important market this could be for our product. 


ra Only through your own Tea Council has there 
been any constructive thinking in the direction of 
the existing youth potential. Here the air clears a 
little. The publicity department of this organization 
has developed a well rounded field of publicity 
activity which extends to school and club groups of 
all ages. Included are the Girl Scouts, the Four-H 
clubs, and the Girl's Clubs of America. As an ex- 
ample of coverage in just one of these groups the 
Tea Council runs a listing of material available in 
the publication Girl Scout Leader Magazine. The 
latter is distributed to over 750,000 leaders in this 
important youth activity. Filmstrips, too, are being 
distributed as an — feature of the Council's 
publicity program. A spokesman for the Council 
describes one such filmstrip, “The Art of Brewing 
Tea” as one of the most effective and important 
tools in the publicity arsenal being used in the edu- 
cational field to reach the homemaker of tomorrow. 


» Obviously the Council cannot carry the promo- 
pe lead alone. It's high time that some of our larg- 

' tea companies stepped into the picture with ad- 
ie programs which are geared to an age group 
too long neglected in our plans and thinking. 
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® LEGAL PROCEDURE 


In keeping with the overall content of an issue di- 
rected to the assembled membership of the Tea 
Association's 15th annual convention, legal expert 
Howard Newcomb Morse this month discusses 
problems attendant to the manufacture of tea. 


“What Does and Does Not Constitute the 
Manufacture of Tea” 


The Union Pacific Tea Company was organized under 
the laws of New Jersey and had its factory and principal 
place of business in New York City. The authorized 
capital of Union was $300,000, and the amount paid in 
was $212,000. An appraisal of James A. Roberts, as 
comptroller of New York, fixed the amount of the 
capital stock employed within New York at $257,273.93, 
and on a rehearing reduced the value to $172,677.46. 

Union appealed the comptroller’s assessment. The 
Supreme Court of New York affirmed the assessment, 
and Union again appealed. Union objected to the ap- 
praisal made by the comptroller on the ground that it 
was a manufacturing corporation, wholly engaged in 
carrying on manufacture within New York. 

The business of Union was alleged to be the manufac- 
ture of tea and the sale of tea in New York and several 
other states. Tea was taken in the original state, and 
various kinds were mixed together, producing a com- 
pound which was called ‘combination tea.” 

The Court of Appeals of New York sustained the 
decision of the Supreme Court. The Court of Appeals 
declared: “We think it very clear that the handling of 
tea... in the manner indicated is not ‘manufacture,’ in 
any legal sense, and the relator (Union) cannot be re- 
garded as a manufacturing corporation. Mr. Webster de- 
fines ‘manufacture’ to be ‘anything made from raw ma- 
terials by the hand, by machinery, or by art, as clothes, 
iron utensils, shoes, machinery, saddlery,’ etc. The pro- 
cess of manufacture is supposed to produce some new 
article by the application of skill and labor to the raw 
material. It is quite apparent that the processes of the 
relator, when subjected to this test, cannot be deemed 
‘manufacture,’ either in the ordinary or legal definition 
of that term.” 

Thus, the Court held that Union was dealing with tea 
as an existing article. The mixing of teas, the Court 
ruled, is a process which results in no new article, as it 
is still tea that is placed upon the market. 


Howard Newcomb Morse, the author of the above 
article, first of a series, was born in Chi ago, Illinois, on 
September 4, 1919. He attended school in Miami Beach, 
Florida. He received his higher education at the George 
Peabody College for Teachers, Nashville, Tennessee, and 
at the College of Liberal Arts of Northwestern University, 
Evanston, Illinois, followed by professional education 
at the College of Law of The Tulane University of 
Louisiana, New Orleans, Louisiana. He received his 
LL.B. Degree in 1945 and was admitted to the Bar of the 
State of Georgia the following year. 
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Barrister’s Brew 


“Does Compounding Tea Sweepings 
Constitute Manufacture?” 

A mixture of about 90% tea sweepings with slack 
lime and asafetida was classified for duty by the col- 
lector of the Port of New York as a nonenumerated 
manufactured article, at 20%, under a federal statute. 
The importer protested, claiming it to be exempt from 
duty as a crude drug or as a crude vegetable substance 
or to be dutiable as an unmanufactured nonenumerated 
article, at 10%, or as a drug advanced in value or con- 
dition, at one-fourth of one cent per pound and 10% ad 
valorem, under the statute. 

The Board of United States General Appraisers up- 
held the claim of the importer that the merchandise was 
a drug, but held that it had been advanced in value or 
condition, and both sides appealed. 

The compound was exclusively used for the purpose 
of making caffeine, and in that sense it was a drug. The 
lime and asafetida were mixed with the tea sweepings in 
order to remove the merchandise from the commercial 
classification of tea, so as to avoid the prohibition of 
the statute for preventing adulteration of tea. 


The federal court for the Southern District of New 
York reversed the decision of the Board. The court 
stated: “The finding, that it has been advanced 


in condition or value, is not only unsupported by, but 
is contrary to, the evidence. The tea leaves have not been 
ground or powdered or subjected to any process of man- 
ufacture, and they have been diminished in value by the 
intermixture of the lime and asafetida. The merchan- 
dise is entitled to free entry.” 


“Forfeiture of Reimported Tea Previously Imported, 
Rejected and Exported in Bond” 

Theodore Crowell imported 70 half chests of tea into 
the United States at the Port of New York by the steamer 
Afghan Prince. On examination pursuant to the pro- 
visions of a federal statute entitled “An act to prevent 
the importation of impure and unwholesome tea,” the 
tea was found by the customs examiner to be inferior 
in purity, quality and fiiness for consumption and was 
rejected. On appeal, this determination was affirmed. 

The tea was entered at the Port of New York for 
exportation in bond to Montreal, Canada, and examined 
and delivered for exportation at the border Port of 
Malone, New York. The tea was entered at the Can- 
adian Custom House in Montreal, entry No. 17,287, by 
W. P. Lumley, custom house broker, for Alex Hendrey, 
an agent for the Anglo-American Direct Tea Trading 
Company of Toronto, Canada. 

The Anglo-American Company sold the tea to Joseph 
Ward and Company of Montreal. The Ward Company 
sold 28 half chests of the tea to John Moir of Montreal. 

(Continued on page 16) 
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1960 


OCTOBER. 


the 


Teamen in new surroundings. That's the picture for this year's con- 


vention at the sleek Diplomat Hotel, in Hollywood, Fla. But there's more to 
| picture than just agreeable surroundings. Conventions attract the ‘'brains’”’ 
= } of our tea industry, they provide perhaps the cheapest method yet devised 

for the individual to meet and absorb the solution to problems peculiar to a 

mutual environment. There have been many "'thorny'' matters which have 
a : been solved in corner conversations at many a convention. The odds are 
that this year's Tea Convention will prove equally constructive as the ''sag- 


est'' minds in the trade meet for a discussion of the bright prospects ahead. 


AUSCH COFFEE ROASTING CO. DENNISON MFG. CO. 
Private Label Packers Framingham, Mass. 
Coffee and Tea For Tea Tags call or awrite nearest 


111 Wall Street New York 5, N. Y. Dennison Sales Office 


JABEZ BURNS & SONS, INC. DODWELL & CO., LTD. 
Coffee & Tea Machinery Direct Tea Importers 


| Ith Ave. at 43rd Street New York 36, N. Y. 120 Wall Street New York 5, N. Y. 


CONTINENTAL COFFEE CO. DONOVAN COFFEE COMPANY, INC. 


Tea & Coffee Packers Packers of Red Diamond Tea 


2550 N. Clybourn Ave. Chicago 14, Ill. 1701 Vanderbilt Road Birmingham, Ala. 


DANNEMILLER COFFEE CO. EPPENS, SMITH CO., INC. 
Private Brand Coffee and Tea Packers Tea Importers—Tea Bag Packing 


Rochester, N. Y. Brooklyn 32, N. Y. 520 Secaucus Road Secaucus, N. J. 


From One Old Timer To An Even Older American Trade... 


Greetings to the assembled members of The Tea Association of 
the United States, and the allied tea trades, on the occasion of the | 5th 


eo Annual Convention, from the oldest publication in the industry. 


"83-years of reporting to the Tea, and Coffee industry” 


COFFEE AND TEA INDUSTRIES 
106 Water Street _ New York 5, N. Y. 
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DIPLOMAT 


PNEUMATIC SCALE CORP., LTD. 


Importers of Quality Teas Heat Seal Tea Bag Machines 


37 Wall Street New York, N.Y. 65 Newport Ave. Quincy, Mass. 


Best Wishes for a Grand Convention! 


THE GRAND UNION COMPANY Packers of SALADA TEA 
East Paterson, N. J. _ 399 Washington Street Woburn, Mass. 
MAX HORWITZ CO., INC. SEEMAN BROsS., INC. 


Tea Merchants 
Tea Bag Manufacturers : 
194 Water St, New York = BOwling Green 9-8158 40 W. 225th Street New York 63, N. Y. 


Tea Packers 


JOHN SEXTON & CO. | 
The prestige of Tea Merchants Since 1883 
 Chicago—Long Island City—Pittsburgh—Atlanta 
fine tea & coffee Dallas—Philadelphia—Detroit—San Francisco 


Indianapolis—Boston 


DETROIT, MICH. 


MAXWELL HOUSE TEA 


SPICE ISLANDS COMPANY 


Institutional Products Division z Npices, Herbs, Vinegars, Tea, Pepper Mills 
General Foods Corporation : 
White Plains, N. Y. - 100 E. Grand Ave. South San Francisco, Calif. 


STOP & SHOP, INC. 


Supermarkets 


A. W. McADAM COMPANY 


Tea Brokers 


131 State Street Boston, Mass. 393 D Street Boston 10, Mass. 


= 


OLD JUDGE COFFEE COMPANY WESTERN STATES TEA 
Tea Packers ASSOCIATION 
St. Louis 2, Mo. Eleven Western States 


704 North 2nd Street 
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“barrister's brew" 
(Continued from page 12) 


Moir sold 20 of the 28 half chests to Kearney Brothers, 
Limited, of Montreal. Kearney Brothers entered the 20 
half chests at the Subport of Rouses Point, New York, 
in the customs district of Champlain, for importation 
into the United States, and the tea was seized by federal 
agents, 

When the Ward Company purchased the 20 half 
chests of the tea from the Anglo-American Company, it 
had no knowledge that the tea had been imported into 
the United States, examined, found inferior, rejected, 
and exported in bond to Canada. Neither did Moir have 
knowledge of this when he purchased the tea from the 
Ward Company. Nor did Kearney Brothers have know- 
ledge of this when they purchased the tea from Moir. 

When Kearney Brothers purchased the tea from Moir, 
they purchased it for importation into the United States, 
and at the time so stated to Moir. They were told by 
Moir that the tea was entitled to importation into the 
United States and complied with the standards of purity, 
quality and fitness required by the laws of the United 
States. 

The United States filed a libel in the District Court 
of the United States for the Northern District of New 
York for forfeiture of the tea. The question presented 
for decision was whether the tea could be forfeited in 
the absence of evidence of knowledge on the part of 
Kearney Brothers. 


BEST 


HOTEL AND 


The Court rendered a judgment of forfeiture, declar- 
ing: ‘The standard of purity, etc., for tea is fixed by 
regulation of the Treasury Department, and a// persons 
offering tea for importation into the United States are 
bound at their peril to conform to that standard... . Xt 
was the duty of Kearney Bros., Limited, to make inquiry 
as to the origin of the tea . before offering it for 
importation into the United States. Due inquiry would 
have tracked it back to the original importer. The stip- 
ulated facts fail to disclose that any inquiry was made as 
to the history of this tea, who brought it from the country 
where produced.” 


Tea imports into U. S. through 
August; nine percent over '59 


The volume of teas passed for entry into the U.S. for 
August, 1960 totalled 34,160,421 pounds. These latest 
figures issued by the Tea Association of the U.S. are re- 
vealing in that they mirror the continuing increase of tea 
imports into this country. During the comparable month 
in 1959, 31,086,292 pounds were imported by various 
factors in this country. Comparative year-to-date figures 
for the period January-Aug. of this year amounted to 
82,011,223 pounds. The figure represents an increase of 
9.01 percent over the overall 75,190,321 pounds imported 
to this date last year. 

New York held top honors for port of entry with a 
total of 69,554,869 pounds of tea; San Francisco placed 
second with 7,782,337 entered in the period January-Aug. 
1960. 


SOUNTRY CLUB 


HOLLYWOOD-BY-THE-SEA/ FLORIDA 


IRVING TILLIS, Director of Sales 


SAMUEL FRIEDLAND, Ownership 
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HENRY P. THOMSON, INC. 


lea importers for more 
half a century 


89 Broap STREET 120 Watt STREET 605 THirp STREET 
Boston, Mass. New York 5, N. Y. SAN Francisco, CALIF. 


SOUTHEASTERN REPRESENTATIVE MIDWESTERN REPRESENTATIVE 
R. J. BATES SMITH Jack L. PAINTER 
2509 HENRY STREET 215 Buper BUILDING 
Avucusta, GA. St. Louis 1, Mo. 


MEMBER: TEA ASSOCIATION OF FRE UU. 
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natural 
sales building 
team... 
fresh Sunkist 
‘Lemons and tea. 


Lemon-with-tea is a national institution. 
+. Misprofitable combination for grocers, and for you, 
WaS created by over 40 years of Sunkist advertising... 
eS and continuous promotion by the Tea Council. 
~ This famous related-item idea is a sure 
_” thing for building tea volume. Pick 
up sales... team fresh Sunkist 
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*TEA’S in the NEWS” 


In looking over the reports of the 
Supervising Tea Examiner for the 
past 50 years I found that tea im- 
ports for the fiscal year 1917-18 
were the largest for any like period 
in the history of the Tea Act. Inci- 
dentally the Supervising Tea Exam- 
iner at that time was George Mit- 
chell who is currently an active 


“COFFEE, MILK, OR TEA?" 


consultant in the trade. I thought 
it might be of interest to compare 
1918 with 1960. However, because 
of the fact that 1918 really was an 
abnormal year in more than one re- 
spect, it might be more to the point 
to compare, on a 3 year basis. So 
let us examine the fiscal years of 
1917, 1918 and 1919 from the stand- 
point of types of tea imported, coun- 
tries of production and the ports 
of importation and compare the fig- 
ures in these categories with those 
of the fiscal years 1958, 1959 and 
1960. 

The total imports for these years 
were: 1917 — 105,981,158 pounds; 


1918—148,684,384 pounds; 1919— 
113,338,535 pounds. Generally, 
those in the tea trade know that 


OCTOBER, F960 


The Supervising Tea Examiner of the U.S., Robert Dick, discusses 


the changes in forty years of tea imports into the United States. 
Producing countries, ports-of-entry, percentage of import by area, 
and varieties, all have changed drastically since the days when the 
port of Puget Sound funnelled the majority of tea to the American 


consumer. 


“the changing face of U. S. tea imports” 


there has been a decrease in the con- 
sumption of green tea over the 
years, but those who have not spe- 
cialized in greens may be surprised 
to know that the importation of 
green teas during these three years 
averaged almost 46,000,000 pounds 
a year. This figure was indeed quite 
constant varying from 45.3 millions 
to 46.6 millions of pounds. The 
importations of oolongs were also 
relatively large and likewise fairly 
constant, averaging 20.3 millions 
and varying from 19.1 to 21.3 mil- 
lions of pounds. 

By contrast the black teas varied 
widely over the three years and the 
high total figure for 1918 is due 
almost entirely to the increase of 
black tea. While the average for 


the period was 56.2 millions, the 
83.0 millions imported in 1918 al- 
most equalled the 39.3 millions of 
1917 plus the 46.2 millions of 1919. 
Thus we can see that, were it not for 
the one high year, the importation 
of green teas would quite possibly 
have exceeded that of the blacks. 
In those days, forty years ago, the 
United States obtained its tea from 
four countries; India with Ceylon, 


China, Japan including Formosa and 
the Dutch East Indies (Java and Su- 
matra). Then, as now, India and 
Ceylon furnished the bulk of our 
black tea, but the percent of the 
total was much lower, 29.9% in 
1918, dropping to 16.3% in 1919. 
Of the C & I average of 30.5 million 
pounds about 60% came from Cey- 
lon. Ceylon also produced a small 
amount of green tea, roughly 150,- 
000 pounds per annum. 

As you know, mainland China, 
the original home of tea, produces 
all types. During the period under 
discussion we still imported those 
Chinese teas which are now but a 
memory, the various Congous, Coun- 
try Greens, Ping Suey Greens, Foo- 
chow and Canton Oolongs, Scented 
Cantons as well as such exotics as 
Scented Orange Pekoe, Flowery 
Pekoe, Capers and Brick Tea. The 
greens slightly exceeded the con- 
gous, except that in 1919 for some 
reason Congous fell off drastically 
to less than 2,000,000 pounds, with 
the oolongs and miscellaneous teas 
together averaging less than 500,000 
pounds annually. The importation 

Continued on following page 
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(Continued from page 19) 


“the changing face of U. S. tea imports” 


of Chinese tea ranged from 23.7 
millions in 1918, to 20.4 millions in 
1917 and down to 11.1 millions in 
1919, the decrease in the latter be- 
ing almost entirely due to the drop 
in congous. 

Japan, then as produced 
mostly green teas and supplied the 
United States with 31 to 34 millions 
of pounds during each of the three 
years plus an average of slightly 
over 3 millions per year of Japan 
Siftings. Its production of black tea 
was quite small, as was that of For- 
mosa. Of course the bulk of the 
oolong mentioned above was from 
Formosa. 

The Netherlands East Indies was 
the dark horse of the period, its 
exports rising from slightly over 2 
million pounds of black tea in 1917 
to 28.2 millions in 1918 and main- 
taining this increase at 26 millions 
in 1919, mostly at the expense of 
Ceylon and India. 

During 1917-19 ports having Tea 
Examiners included San Francisco, 
Honolulu, Puget Sound (Seattle and 
Tacoma), St. Paul, Chicago, New 
York and Boston. Principally be- 
cause of the Japanese imports the 
Puget Sound Examiner’s office was 
the largest in the country, examin- 
ing about 30% of the total imports 
in 1917 and 1918, rising to 40 in 
1919. The New York 
amined about 30% of the total 
throughout the 3 year period, its 


now, 


office ex- 


highest year being slightly below 
that of Puget Sound. 


LEMON 
GROWERS 


cooPERATIVE 


The port of San Francisco was in 
3rd_ place with about 12-13% of 
the total except in 1918 when the 
large influx of tea boosted its im- 
portations to 42.5 millions or 28.5% 
of the total. Chicago followed with 
importations of 16.1, 8.2, and 9.1 
millions of pounds respectively for 
the three years. Boston importations 
were fairly constant, ranging from 
6.1 to 8.1 million pounds. St, Paul's 
share of the imports dropped from 
4.5 millions in 1917 to 1.4 million 
in 1918 and 1.3 millions in 1919. It 
maintained its standing as a tea port 
because of the teas entered at Coast 
ports for immediate transportation. 
Honolulu, supplying only the 
Islands, was stable at 290,000 to 
384,000 pounds per annum. 

Thus we see that the 1917-1919 
period was one in which green tea 
25 the most popular, Japan was the 
largest supplier and most of the tea 
entered by way of the West Coast. 

Coming up to the present we find 
that the total importations are 103,- 
266,609 for fiscal year 1958; 109,- 
909,362 for 1959; and 114,174,657 
pounds for 1960. So our total con- 
sumption is almost the same as 40 
years ago, slightly less in fact, 
though our population has increased 
enormously. However the current 
figures do seem to indicate a steadily 
rising consumption. The post World 
War II low has been improved upon 
each year since, except that the big 
jump at the out break of the Korean 


War was compensated for by ups 


"TEA COUNCIL CALLED. 


THEY'RE SORRY BUT THEY CAN'T 


CHANGE THEIR SLOGAN TO 'TAKE TEA WITH LEMON AND SEE.'"' 


COFFEE TEA 


INDUSTRIES 


and downs and a low 84,000,000 
pounds a couple of years later. The 
past three years have been “normal” 
and marked a steady rise in imports 
which seems to be holding on into 
the current year. 

As we know, black tea has almost 
entirely displaced the other teas and 
now comprises about 98% of the 
total imports. This is the culmin- 
ation of a trend which has been very 
noticeable over the years. No doubt 
the elimination of green tea during 
World War II helped the trend but 
probably a lot is due to the stronger 
fragrance of black tea and the ten- 
dency of many people to drink with 
their eyes, so to speak, confusing 
deepness or darkness of color with 
strength of the brew. Green tea 
has only a few strongholds left, part 
of the Great Lakes region, the Rocky 
Mountain States and the Pacific 
Coast, and is relatively difficult to 
obtain in other sections of the coun- 
try. No longer do we have the ro- 
mantic sounding Pinhead, Gun- 
powder, Chun Mee, Fong Mee, Im- 
perial, Hyson or Young Hyson ex- 
cept for minute amounts of Japan 
imitations. The green tea when ob- 
tainable is most likely to be a Pan 
Fired. There is none of the Spider 
Leg available, a tea which was once 
Japan's choicest and most delicately 
flavored. Imports of Oolong are 
negligible, hardly coming to a half 
million pounds a year. Of this about 
two thirds is the regular Formosa 
while the remainder is Canton type 
made from Formosa Pouchong leaf. 

Likewise there has been 
change in the sources of supply. 
Ceylon, India and Pakistan, now 
separate countries, furnish between 
them about 700 of the total, all 
black of course. The second largest 
supplier, Indonesia, exported a fair- 
million 


a great 


ly steady average of 15 
pounds per annum to this country 
during the 3 year period. Formosa 
and Japan has dropped markedly, 
supplying a yearly average of 8-10 
millions pounds between them. For- 
mosa furnished about three fourths 
of this, practically all black. Japan's 
share is still mostly green. Mainland 
China, because of the political situ- 
ation, has disappeared completely 
from the United States market. In 
contrast there has been a steady rise 
in the importation of teas from East 
Africa. Most of this tea comes from 
the British areas of Kenya, Tangan- 
yika, Uganda and Nyassaland, but 
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an important portion comes from 
Portuguese Mozambique and_in- 
creasing amounts have arrived from 
the Congo Lake Kivu region. South 
America, too, seems to be a rising 
source of black tea. At present most 
of the less than 1,000,000 pounds 
comes from Brazil but Argentina has 
entered the import columns during 
the past year and from all reports 
can be expected to furnish much 
larger shipments during the years 
to come. Peru produces a good tea 
but apparently uses all of it intern- 
ally. We have received teas from 
other areas such as Mauritius, South 
Viet Nam, Iran and Malaya, but so 
far shipments have been small. 

The greatest changes have been 
in the pattern of the ports of entry. 
Today there are only four ports hav- 
ing examiners, New York, San Fran- 
cisco, Boston and Honolulu. The 
leader of 40 years ago, Puget Sound, 
has disappeared from the scene and 
the relatively small amounts entered 
there are now examined at San 
Francisco, which, incidentally, over 
the years has maintained its rather 
constant 10% of the total imports 
of tea, Likewise Boston has been 
fairly constant with a 8-10 million 
pound average. St. Paul and Chi- 
cago no longer need examiners as 
most teas going to the Midwest are 
examined at Coastal ports. 

New York has gained the most 
from the change in import patterns 
with over 80% of the teas entered 
being examined there. Only about 
two thirds are actually entered at 
the port of New York. The other 
one third arrives in one of several 
South Atlantic and Gulf ports. The 
port areas of Houston and Galves- 
ton, and Norfolk and Newport 
News each approximately equal San 
Francisco in total pounds imported 
while appreciable amounts are enter- 
ed at New Orleans, Savannah and 
Baltimore. 

In 40 years the consumption of 
black tea has risen from 40% of the 
total to approximately 98. Ceylon 
and India jumped from 25% of 
the supplies in 1917-19 to 70% in 
1958-60. Mainland China disappear- 
ed as a supplier while East Africa 
and South America appear to have 
an increasing potential. Finally be- 
cause of the decrease in the use of 
China and Japan teas, the imports 
have left the West Coast and have 
scattered up and down the Atlantic 
and Gulf Coasts. 
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TOMLINSO 
NO-DRIP 
FAUCET 


FOR NEW EQUIPMENT: 


There is a Tomlinson No-Drip 
Faucet for every purpose. For top 
quality and maximum service life 
SPECIFY and INSIST UPON 
“Tomlinson Faucets and Fit- 
tings” on all purchases of new 
equipment. 


TOMLINSON 
No-Drip Faucet 


MODERNIZING OLD EQUIPMENT: 


Tomlinson’s liberal exchange policy 
allows you to obtain a new Tomlinson 
No-Drip faucet of any type or style by 
giving a credit on used faucets not of 
our manufacture. Take advantage of 
this policy NOW and modernize your 
equipment. 


OLD AGE POLICY: 


Our social security plan for faithful Tomlinson faucets guarantees 
lifetime service—a No-Drip faucet is never retired. To maintain peak 
efficiency, send your Tomlinson faucets to our sanitarium for a low- 
cost rest cure. We will send back a completely rebuilt replated faucet 
of the same type in perfect condition and backed by the same guarantee 
of performance and service as a new Tomlinson faucet. 


Your faucet supplier is fully aware of this program. See him today, 
or write direct to: 


The sign of distinction and quality service 


OMLINSON NO-DRIP FAUCET COMPANY 


| 1601 St. Clair Avenue ~— Cleveland 14, Ohio 
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“TEA’S 
in the 
NEWS” 


The new importance of tea to Kenya's 
economy is epitomized by this picture 
showing the training of native tea in- 
spectors at the Kagochi Tea Experimen- 
tal Station. 


: 


... ‘the future of African tea”... 


Tea planting in Africa is a comparatively recent ven- 
ture. Before describing the development of the industry 
there, and the problems facing it, some account of the 
history of this romantic trade is desirable. 

As early as 1780, a few tea shrubs had been brought 
from Canton and planted in Calcutta. Later, in 1823, 
tea was found growing, apparently wild, in Assam, so 
that when the Company sought new tea areas it naturally 
turned to this corner of India. Although much China 
seed was imported, tea was made from the indigenous 
Assam plant, and in 1839 an invoice of this leaf sold 
well in London. Such was the success of this new type 
of tea that the Assam Company was formed in 1840, 
and the tea industry as we know it today was inaugurated. 

It was now clear that there were two distinct varieties 
of the tea plant, the China bush, with small, matt, erect, 
hard, non-serrated leaves, and the Assam tree, with 
large, glossy, pendant, flabby, bullate, serrated leaves. 
Both varieties comprise many sub-varieties, which cross 
to form hybrids. 

Thus a major problem faced the industry from the 
start, the selection of the most suitable sub-variety. 

Tea planting spread rapidly throughout North-East 
India, to Sylhet, Cachar, the Darjeeling hills, the Terai 
and the Dooars. It soon became evident that the China 
and China-hybrid bushes produced fine spring flavour 
in Darjeeling, but only a “China-tang” in the plains, 
where the Assam sub-varieties gave big crops of strong 
liquoring teas. 

In China, tea growing is a village industry and the 


Dr. C. R. Harler, author of this article, has worked as 
a scientist on the tea estates of India, Ceylon, and Africa, 
for the past 40 years. He is a well known writer on 
every aspect of the tea industry, from the selection of 
quality-yielding plants to the chemistry of, and infusion 
of made tea. His book, “The Culture and Marketing of 
Tea’, now in its third edition, is the standard work on 
the subject. 
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leaf is prepared by hand. This was out of the question 
with the large, daily crops harvested in plantations, and 
soon the China methods were modified. By 1870 
mechanical rollers and dryers were being invented and 
by 1890 mechanization was complete. The tea house be- 
came the tea factory, and both the China plant and the 
China method of preparation were discarded. 
The Modern Industry 

During the period when India was building up its 
plantations, the China trade continued to flourish. In 
1888, however, it reached its peak, with an export figure 
of 300 million Ib. In that year, India produced 90 
million lb., and thereafter rapidly moved into the lead. 

Soon developments began in other countries. Thus, 
although planting started in Java in 1825, it thereafter 
atrophied for some years, to open up again in 1880, 
with seed imported from Assam. Planting started in 
Sumatra in 1911, and within a few years the Dutch 
Indies became one of the chief producers. 

When coffee failed in Ceylon in 1870, tea 
planted and rapidly went ahead with seed imported from 
India. In the high-grown areas it was found, as in Dar- 
jeeling, that the China-hybrids gave fine flavour, but in 
the low-grown areas the Assam variety gave better teas. 
In Java also, the Assam variety was preferred. 

Development started in South India, a terrain similar 
to that of Ceylon, in 1893. 

Between the two wars the bulk of the tea exported 
came from India, Ceylon and the Dutch Indies. The 
table below shows the position in the year 1939. At 
this time the tonal African outturn was only about 26 
million Ib. 

Tea Areas and Production in 1939 
Country Acres Production 
million Ib. 
660,000 385 
165,000 77 
555,000 237 
530,000 184 
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Several slumps and booms occurred during this period 
of development, for it is necessary to look seven years 
ahead in planning tea production. In due course, in 1933, 
the producing countries were forced to reach an inter- 
national agreement on the regulation of exports. 

In 1941 the Dutch Indies produced about 200 million 
lb., but since the war and the independence of Indonesia, 
outturn has fallen to 100 million Ib. The deficit has 
been more than made up by India and Ceylon. 

Into this complex industry, Africa was now entering, 
to become a major factor. 

Tea Planting in Africa 

Experimental tea plants were put out in the Botanical 
Gardens at Durban in 1851. In 1887 seed was imported 
from Assam and plantations of about 4,000 acres estab- 
lished at Kearnsey, north of Durban. These did not suc- 
ceed, partly because of incorrect methods, and were finally Tea pluckers on one of the new Kenya estates empty their baskets 
abandoned in 1948. of tea leaves into sacks for weighing before they are transported 

In Nyasaland, an attempt was made to establish tea near 

Blantyre in 1887, but it was not till 1900 that tea was 


grown on plantation scale, in Mlanje. There is now a Country Acres Production 

thriving industry in the Mlanje and Cholo districts. million Ib. 
In Uganda, seed was introduced from India in 1900, Kenya 34,000 25 

but not till 1916 was a commercial start in production Uganda 15,000 8 

made. In Tanganyika, planting began about 1919, and Belgian Congo 15,000 6 

in Kenya in 1925. In Southern Rhodesia a start was Tanganyika 16,000 6.5 

made in 1927, in Portuguese East Africa about 1930, and Nyasaland 27,000 23 

in the Belgian Congo about 1943. Tea can be grown on Portuguese East Africa 35,000 17 

the West Coast, and a start has been made in the Southern Rhodesia 2,500 1.5 

Cameroons. Total 144,000 


In 1958, the following areas and outputs were recorded. 


Coffee and Tea from Africa 


Whether you grow Coffee or Tea in East Africa 
or Nyasaland, or are in any way interested in 
trade with South, East or Central Africa, we can 
help you with information on current market 


conditions. Enquiries will be welcomed at any of 


our offices. 


THE STANDARD BANK OF 
SOUTH AFRICA LTD. 


Head Office: 10 Clements Lane, Lombard Street, 
London, E.C. 4 


Copies of the Standard Bank Review, published month- 
ly, and other information obtainable from 


NEW YORK OFFICE: 67 WALL STREET NEW YORK 


Agent: W. S. Burgess ° BO 9-1464 


Over 800 Branches and Agencies throughout South, Central 
and East Africa 
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We can't vouch for our 
facts on this one but there's 
an interesting story regarding 
the beginnings of tea. Seems 
that an Indian mystic devoted 
himself to sleepless contem- 
plation of his gods. Growing 
drowsy one day he plucked 
off his eye-lids and threw 
them to the ground. Accord- 
ing to the legend these sprang 
into plants, from whose leaves 
men found they could banish 
weariness. Little did our mys- 
tic realize that one day we 


would be promoting "instant . 


eye-lids.”' 
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There is probably no other commodity, with the possible ex- 
ception of spices, which is surrounded with quite so many ro- 
mantic associations, and “derring-do” as Tea. On these pages 


are some little known facts, and fancies, about this ageless drink. 


Every American schoolboy has had the story of the 
Boston Tea Party drummed into him at an early age. 
Few are aware, however, of the fact that this event 
brought a rash of similar patriotic demonstrations in the 
Colonies. In Charleston, and in Annapolis, in New 
York, and in Philadelphia, the times called for the dump- 
ing of tea into the nearest deep-water point. Even staid 
Greenwich, Conn., decided that this particular form 
of outdoor sport had its merits. And all the better 
known names of the period were in on the festivities. 
Paul Revere, and Samuel Adams, attended the Boston 
affair, and helped to dump 342 chests of fine tea, with 
a total value estimated at !0-million pounds-sterling. 
King George Ill, as you all remember, picked up the tab 


for the party. 


Reprints Of These Pages Are Available At Moderate Cost. 
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Ane tea-clippers, the ‘'Rainbow.'' So speedy 


yn she brought back to New York news 


offer 
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ad \ | There's a little known facet 
of Tea-Picking. As the tale 


joes there are certain areas 


in China where tea plants 
are found growing wild on 
the cliff side. An astute 
peasant decided to do 
something about this fact. 
Monkeys being available, 
and easily trained, he put 
the animals through a short 
period of basic training in 
the amenities of tea pick- 
ing. Furnished with small 


sacks the monkeys proved 


Tea was in great vogue with particularly adaptable to 


smuaglers in the early days. the task, were able to reach 


Due to exorbitant duties it is the highest point on the 


probable that two thirds of the 
tea consumed in England was _ | 
“> |) tenderest of the leaves. 


at one point, entering the coun- ee 


cliffs, and were trained to 


pick only the youngest, and 


try illegally. It proved so profit- 
able that a tight little organiza- 
tion grew up around the practice. Fleets of vessels 
were set up for off-shore unloading from Dutch mer- 


chantmen, and many hundreds of persons found gain- 


ful employment both in hiding the commodity and in 
its later distribution. 


Alf yoy wlondered about the beginnings of the American tea trade 

A your erest@drin the /'Ann McKim." This speedy Baltimore clipper 
ka O's’ fpr the privateers built for the war of 1812. 
Af on, a revelation to tea importers and from 
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"the future of African tea" 


(Continued from page 23) 


The area today is over 160,000 acres and production 
about 100 million lb. Within a decade, eastern Africa 
might well become one of the major producing areas. 
In 1956 an East African Tea Trade Association was 
formed, and the first public tea auctions were held in 
Nairobi on Nov, 7 of that year. Annual sales are now 
over the 10 million Ib. mark. 

Of course, the opening-up of tea in Africa started 
with all the benefits of the knowledge and experience 
gained in India, Ceylon and Java. Every detail of the 
methods used in the older countries was tried out. 

Yet, there is still much to learn. In the early days in 
Africa it was often argued that since many of the areas 
are near the equator, as is Ceylon, and since Ceylon makes 
fine teas, Ceylon seed and methods should be employed. 
This has proved to be an error. Africa needs Assam 
seed and should generally follow Assam methods in field 
and factory. 


Replanting Tea in Assam 


It was mentioned above that in the early days in Assam, 
two varieties of the tea plant were recognized, the China 
and the Assam. As experience accumulated, a third var- 
iety, the Cambodian, came to be recognized and studied. 
The China variety comes from China, The Assam from 
Burma and the Shan States bordering on Assam. The 
Cambodian variety comes from south China, Tonking 
and the range of hills running through Cambodia. The 
plant is a small tree with medium-sized, shiny, smooth, 
erect, hard, non-serrated leaves, bent upwards, V-shaped. 
It forms hybrids with the China and Assam varieties. 

Within the Assam variety, four main types are rec- 
ognized, the Lushai, the delicate Assam, and the hardy 
Manipuri and Burma. The Lushai type is not desirable. 
Much of the tea found in the early days in Assam con- 
sisted of crosses between the Cambodian and the above 
types. Most of the seed exported came from such hybrids. 

After many years of experience in Assam it has been 
concluded that the Assam, Manipuri and Burma types are 
best, according to the climate of the area. Crosses with 
the China and Cambodian varieties must be eliminated, 
except for areas like Darjeeling and up-country Ceylon. 

The economic life of the tea plant ranges from 40 to 60 
years, and in Assam the shorter period is accepted. In 
1920, systematic replanting began in the Assam Valley, 
with the elimination of the China and Cambodian strains. 
Now, after 40 years the task is almost completed, and 
the Assam Valley outturn is the highest in the world, and 
the quality of the tea the best on the London market. 


Back to Africa 


Considerable areas of the African tea stand is of in- 
ferior types of China and Cambodian hybrids. Some areas 
are reaching the age when uprooting and replanting is 
due. When such takes place, only the correct types should 
be used. 

The selection of desirable types and the establishment 
of seed gardens of such should be undertaken. Vegeta- 
tive propagation to form poly-clonal seed gardens could 
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In Kenya, a great deal of the future of tea will be placed in the 
hands of native foremen. The picture shows a meeting of the 
Mathira committee of the Tea Grower's Association. 


be employed. This is the major immediate scientific task 
in Africa. 
The Small-Holder 


Attempts are being made in some parts of Africa to 
establish small-holdings of tea, so that the peasant grow- 
er can produce and sell his leaf to a central factory. 

Tea is not an ideal crop for the small-holder. To begin 
with, it takes five or six years of toil before the bush 
is yielding enough to produce a profit. On this account, 
over-plucking is often indulged in because of the imme- 
diate need for ready cash. Then, it may require in rush 
periods, 5 pluckers one day to harvest the leaf from one 
acre, a yield of perhaps 360 Ib. fresh leaf. When the leaf 
is ready, it must be taken. What small-holder with 3 
acres of tea, say, can muster 15 workers for a single day? 

Wherever there are small-holders in tea, outturn suf- 
fers and the quality is poor. Tea from Java is below 
standard because of the great number of small-holders. 
The same can be said of mid-country Ceylon tea, and of 
much of the tea in the Nilgiris, South India. In Iran 
and in Turkey the small-holder presents similar problems. 

The peasant type is to be much admired, of course, 
but the economics of production put him at a consider- 
able disadvantage compared with an estate, in which 
field work is under the absolute control of the man- 
agement. 

The Future 


This century may well see the African tea industry 
taking one of the chief places amongst tea exporters. 
No doubt Assam, Ceylon and Darjeeling can always main- 
tain their positions as producers of quality and of flavour, 
but Africa can do much to rival Assam for quality. 

The tea belt of South America, southern Brazil and 
northern Argentine, may well follow Africa and become 
a major exporter. 

Still farther west, northern Queensland, Australia, 
could become a big producer, if suitable mechanical pluck- 
ing were employed to meet high labour costs. 

This brings us back almost to the longitudes of China, 
where the story began. 
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A 
skilled hand 
brings out 
the best 
in tea 


It has been our aim for over twenty years to bring you the finest in tea bag paper. 


C.H. DEXTER & SONS, INC. 


Manufacturer 
Windsor Locks, Connecticut 


Ask Aldine... 


ALDINE PAPER CO., INC. 


Distributor 
535 Fifth Ave., New York 17, N.Y. 
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iT PAYS TO TRADE 
THE RUFFNER WAY 


Our offices are strategically located. ready to serve you, 
at the three principal coffee ports and the major coffee 


distributing center of the mid-west. 


Representation over the years with the most reliable 


coffee shippers in the countries of production. 


Over 64 years experience as coffee brokers and agents 


in meeting the needs of green coffee buyers. 


A conscientious and dependable service offered to coffee 


roasters 


by our coast-to-coast organization, 


RUFFNER, McDOWELL @ BURCH, INC. 


Coffee Brokers and Agents 


Established 1896 
NEW YORK: 98 Front Street 


CHICAGO: 408 W. Grand Ave. 
SAN FRANCISCO: 214 Front Street NEW ORLEANS: 419 Gravier St. 
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*TEA’S in the NEWS” 


... “tea from India”... 


India, with an established reputation for quality 
teas, envisages “high hopes for that product's 
future in the expanding American market." 


There are at present over 8,000 tea estates registered 
with the Tea Board of India. The total area under tea 
cultivation is 810,000 acres and the annual production 
nearly 720 million Ibs. 

The tea industry in India has a long history of suc- 
cessful innovation and experience behind it. By 1870, 
the pioneering phase was over and the industry em- 
barked on an era of sound and scientific development. 
Today, the wealth of experience spreading over a century 
is fully backed by up-to-date scientific research on vari- 
ous aspects of the cultivation and manufacture of tea; 
indeed, nothing is left to chance. The Tea Research 
Station at Tocklai in Assam is regarded as the best re- 
search station of its kind in the world. Another Research 
Station at Davershola in South India has also been 
doing useful work and additional regional Research Sta- 
tions are likely to be established soon under India’s Third 
Five-Year Plan. 

The basic motive underlying all these research and de- 
velopmental activities is to keep the cup that cheers filled 
to the brim and place it in the laps of an ever-increasing 
number of peoples of the world. 

The tea regions in India are far removed from one 
another and vary considerably in soil and climatic con- 
ditions. The quality of teas produced also, therefore, 
Assam teas are noted for their 
recognized as the 


varies from area to area. 
strong liquor and aroma. ‘Darjeeling’ 
champagne of the world’s teas—have an exclusive, deli- 
cate flavour not yet duplicated anywhere else in the 
world. Indeed, a small quantity of Darjeeling tea mixed 
with Assam, Dooars or any other tea permeates the 
whole with its own characteristic flavor. Some of the 
teas produced in South India, particularly in the Nilgiris, 
are also well-known for their strength, color and aroma. 
In fact, in India we produce, in ample quantities, teas 
that excel in flavor or give a rich liquor or have a happy 
combination of both these qualities. The regional vari- 
ations in climate and soil enable us to produce teas to 
suit all tastes and offer the buyer a wide range of choice. 


A recent development in tea production is the “Crush- 


A. B. Chatterji, the author of this authoritative piece 
on Indian tea is a long time member of the Indian Civil 
Service. Posts he has served in include that of managing 
director of the Sindhri Fertilizer & Chemical Corporation, 
and as Joint Secretary of the Ministry of States. Since 
1958 he has been Chairman of the Tea Board of India, 
traveling widely in that connection in the United King- 


dom and the Middle-East. 


OCTOBER, 1960 


Tear-Curl’” (CTC) method of manufacture. Teas pro- 
duced by this process have a ‘quick coloring” property 
and give a stronger liquor than teas produced by the 
“orthodox” method. There is a growing demand for 
CTC in a number of countries abroad. At the initial 
stages, there was some prejudice that the CTC method 
of production was not conducive to the maintenance of 
quality for long. Research and experience, however, 
have proven beyond doubt that the “keeping quality” 
of CTC teas, correctly prepared, is in no way inferior to 
that of orthodox teas. Indeed, it is established now that 
for selected lines of tea leaf, the CTC method gives very 
much better results. The uninformed prejudice about the 
“keeping quality” of CTC teas is fast disappearing: this 
is evidenced by the fact that good CTC teas fetch much 
higher prices in the auctions. 


Exports of tea from India during the last 5 years were: 
million Ibs. 


Year commencing from Ist July and ending on 
30th June of the next year. Sales of new season's 
teas at Calcutta auctions commence in full swing 
from June and are available for exports from 


July onwards. 


NB 


The tea industry and trade in India are completely 
free. The only control exercised by the Government or 
the Tea Board of India is that on the sale of ‘tea waste” 
to prevent adulteration of tea. Teas meant for export 
are, moreover, packed only in tea chests produced by 
approved tea chest factories in conformity with the 
quality specifications laid down by the Indian Standard 
Institution, 

Indian tea is sold at auctions held regularly at Calcutta 
and Cochin in which buyers from practically all con- 
suming countries participate. About 200 million Ibs. of 
Indian tea are sold annually at auctions held in London 
and more than 300 million Ibs. in Calcutta and about 
50 million Ibs. in Cochin. The balance is sold privately 
to buyers in India and abroad. 

India is not only the largest producer of tea in the 
world, but is also the largest exporter. About two-thirds 
of her total annual production leaves her shores every 
year to bring cheer to millions of people in all the five 
continents. Every year it earns for India foreign ex- 
change worth more than $250 million which the country 
so urgently needs for financing her developmental pro- 
gram under the Five-Year Plans. The tea industry is 
India’s biggest foreign exchange earner, a fact which 

(Continued on page 30) 
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“tea from India" 
(Continued from page 29) 


immediately gives it a position of pre-eminence in the 
national economy. The industry, moreover, employs the 
largest labor force in any organized industry of the 
country, the number being more than a million. 


The principal importers of Indian tea are the U. K., 
the U. S. A., the U. S. S. R., Canada, Ireland, West Ger- 
many, Netherlands, Australia, Egypt, Sudan, Turkey and 
other Middle Eastern countries. The U. K. is, and has 
always been, the principal customer of Indian tea, taking 
on an average about 65 of the total exports from India. 


| The Tea Board of India has, for many years, been 
participating in tea promotional campaigns in_ the 
U.S. A., Canada, West Germany and Netherlands along 


with other tea producing countries. These promotional 


| | campaigns, organized through the Tea Councils, are di- 

rected to increase overall tea consumption and not the im- 

a as port of tea from any particular country. The demand 

for tea in a consuming country may increase through 
COFFEE IMPORTERS such campaigns but the increase may not be equally 
shared by all the participating countries. There is thus 

scope for promotional campaigns in foreign countries 


NEW YORK |} specifically on behalf of Indian tea without violating the 


obligations assumed under the joint promotional efforts. 


101 FRONT STREET To further assist tea buyers in their task of securing 


quality teas at competitive prices, the Tea Board of India 
SAN FRANCISCO has recently placed seasoned Tea Advisers of its own 
160 CALIFORNIA STREET 


in the United States, the Middle East and Australia. The 
Tea Advisers will advise interested parties on the grades, 

NEW ORLEANS 
300 MAGAZINE STREET 


qualities and other aspects of Indian tea. Some more 
countries e.g. the U. K.. West Germany and Iraq are 
also likely to have similar Advisers shortly. 


The future of Indian tea naturally depends on the 
future supply and demand of tea in the world market. 
The large internal market in India, which as present 
absorbs about 250 million Ibs. a year and is expected to 
absorb at least 10 million Ibs. every next year, provides 
the industry with an enviable stability. The internal de- 
AGENTS FOR mand will not, however, adversely affect the export 

supply of Indian teas because the industry is determined 


. LEON ISRAEL AGRICOLA E | to expand, The Third Five-Year Plan envisages an in- 


crease of production to 850 million Ibs. to meet the en- 


EXPORTADORA S/A (BRAZIL) | hanced annual of 550 million Ibs. for export by 1965-66. 


There is little doubt that the above targets will be 


| | achieved, if not exceeded. 


MEMBER OF 
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We place great hopes in the expansion of the American 
market. The present level of per capita consumption in 
the U. S. A, is only .66 Ibs. per annum against about 10 
Ibs. in the U. K. Countries in the Middle East, some of 


Coffee Planters & Exporters 


Santos Rio De Janeiro which already consume substantial quantities of tea, also 
‘ offer a large scope for expansion of India’s export trade 
Paranagua Angra Dos Reis in tea. The U. S. S. R., as well as the countries in both 


Eastern Europe and Western Europe, are also taking 


larger quantities of tea from India. It is, therefore, not 
being too optimistic to expect that the high reputation 
of Indian teas will attract more and more buyers from all 
| Israel (London) Ltd. parts of the globe. Behind the high reputation that 
| Indian tea enjoys are decades of experience and scientific 

research, careful planning, efficient husbandry and man- 
110 Cannon Street, London, E. C. 4, England | | agement, all of which have gone into the building of the 
| Indian Tea Industry. ' 
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GET YOUR 
FULL 


MEASURE 
THE 


It’s a known fact that 
women like to use coffee 
scoops. And this Ap- 
proved Coffee Measure— 
designed by PACB and 
approved by the Coffee 
Brewing Institute—is the best yet! It has the 
same capacity as the old standard coffee meas- 
ure. But the graceful new shape is more efficient. 
It makes it easy to get the last bit of coffee from 
the bottom of the can. Here’s how it can boost 
sales. The new measure helps your customers 
make richer, better-tasting coffee. And it puts 


BOOST YOUR SALES — 
WITH THIS CBI 
APPROVED COFFEE 

MEASURE 


Coffee Measure, coffee 
consumption can increase 
by almost 50%. Your coffee 
will move off the shelf that 
: much faster. PACB is offering 

~ the Approved Coffee Measure at 

10¢ each in every consumer ad for 1960-61. You 
can buy them at the Bureau’s quantity prices for 
use as an in-pack offer or a giveaway with every 
sale of your brand. You can have your brand 
name imprinted on the side or embossed on the 
bottom of the measure to give a permanent 
brand identification in your customers’ kitchens. 
For samples of the Approved Coffee 


an end to coffee stretching. Today, 
your customers get 62.2 cups of coffee SEND FOR Measure, a price list and full details, 


per pound. If they use the Approved 


COMPLETE 


mail the coupon today! 


INFORMATION 


1 


Name 


Advertising Department, Pan-American Coffee Bureau 

120 Wall Street, New York 5, N.Y. 

Gentlemen: Please send me samples of the Approved Coffee Measure 
with complete information and price list. 


Address 


City. 


Zone. State. 
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Symbol 
of 


Leadership 


IN ITS FIELD 


Products 
Known the World Over 
for Quality 
SPICES 
EXTRACTS 
TEA 
COFFEE 
CONDIMENTS 
SPAGHETTI SAUCE MIX 


CHEESE DIP 
SEASONINGS 
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McCORMICK - SCHILLING 
in the EAST in the WEST 
CLUB HOUSE in Canada 
... The House of Flavor 


BALTIMORE, MD. SAN FRANCISCO, CALIF. 
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in the NEWS” 


... “Canada’s cup of tea”... 


In Canada, tea has become a "'status symbol.” 
That country's Tea Council, however, aims for 
all sections of the market with a program of 
superior promotional activity. 


In Canada today tea is something more than the na- 
tional beverage—it's a status symbol. It is drunk every 
day in the offices of nearly three-quarters of the country’s 
business leaders. And the higher up the executive ladder 
a Canadian businessman climbs the more likely he is to 
ask his secretary for a cup of tea, 

These facts have been highlighted by a survey which 
we of the Tea Council of Canada have just concluded 
into the office drinking habits of leading Canadian 
businessmen. 

For the survey the Tea Council enlisted the cooperation 
of the secretaries to the presidents of major Canadian 
corporations. The Council sent each secretary a can of 
different sample of tea every week for five weeks, then 
asked her to complete a questionnaire aimed at shedding 
some light on executive tea-drinking preferences. 

To date the survey has produced a return of nearly 
10% and replies are still coming in. More than 20% 
of the secretaries who replied reported that the boss 
has tea served in his office twice a day; 70% said that 
tea is served once a day. Less than 10% reported that 
tea is unknown as a beverage in the executive suite. 

Four of the samples sent to the secretaries were tea 
originals, the fifth was a typical Canadian blend of 
Indian and Ceylon teas. The survey showed that the 
Canadian blend scored heavily in popularity, being pre- 
ferred by nearly half of the businessmen. 

The survey disclosed that tea scores with big business 
primarily because it is light and refreshing. Seventy-three 
percent of Canadian businessmen prefer it for this reason, 
their secretaries reported. Thirty-three percent like it 
because it increases resistance to fatigue. Others express 
a preference for tea because it is relaxing, because it 
stimulates without after-effects and because it quickens 
the mental processes. 

One secretary volunteered a more unusual reason why 
she serves tea—to keep the boss sweet-tempered! She re- 
ported that since her company had moved to a new sky- 
scrapper head-office muilding her boss had been unbear- 
able. Then she recalled that some years ago he had been 


R. Keith Porter, author of this article, is Chairman of 
the Tea Council of Canada, and is a well known figure 
to members of the Amevican tea trade. In the story 
which appears above he details findings of a recent 
survey on tea drinking in the Dominion, and outlines pro- 
notional efforts which have helped make tea “big time” 
m our northern neighbor. 


1960 


a tea-drinker. The tea break was reinstituted and office 
harmony was restored. 

Seventy percent of the secretaries quizzed reported that 
their bosses drank tea from china cups. Tea bags were 
very popular because of their convenience although many 
respondents said that they preferred loose tea. Those 
drinking tea prepared from tea bags outnumbered the 
loose-tea users by seven to three. Commented one secre- 
tary: “It is very difficult to cope with loose tea leaves, 
especially in an office where there is no sink.” 

Of particular interest were the comments of the secre- 
taries on what their bosses and themselves thought of the 
different teas. Most people appeared to enjoy the variety 
of teas that were provided during the five-week survey. 
“I enjoyed trying the different teas,” one secretary told 
us, “although normally I would probably confine myself 
to one of the well-known brands. Said another: 
a it was the opinion of everyone who tasted these 
teas that each was delicious and a very pleasant change 
from the ordinary blends. We did experiment by blend- 
ing and enjoyed the results.” A third ventured this 
opinion: “We really found very little to choose between 
the various blends. I was very impressed with the Can- 
adian blend... .” 

There are strong indications that the tea-drinking habit 
would take an even firmer hold in Canadian offices if 
restaurants loctated in office blocks had better facilities 
for the large-scale brewing of tea. Unfortunately, at the 
present time, although many restaurants do have ade- 
quate facilities, others provide paper cups of hot water 
accompanied by tea bags. There seems little reason why 
such places should not prepare tea in tea-pots and then 
pour it into plasticized cups in the same way as is done 
for coffee, 

This summer many American visitors to Canada have 
had their first introduction to Canada’s national drink as 
arrived at the U. S.-Canadian border. The Tea Council, in 
cooperation with the Ontario government's travel and 
publicity department, arranged for tea to be served to 
visitors at the various government tourist reception 
centers. This gesture has been well-received by thousands 
of American visitors to Canada and the tea-serving equip- 
ment that has been installed in six centers along the 
border has been kept busy throughout the summer. 


The vigorous iced tea promotion that was launched 
by the Tea Council this summer has also produced good 
results and some 75,000 display and promotional pieces 
were distributed during the campaign. This material was 
supplied to all packer members of the Council for use by 
their sales forces and restaurants were also supplied with 
material on request. The promotion was backed by trade 
advertising and by merchandising to the 1,900 members 


(Continued on page 36) 
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WHAT 
DISTINGUISHES BRAZILIAN COFFEE 


FROM ALL OTHERS 


BRAZILS 
ARE 
PREFERRED 


The millions of U. S. citizens who have made 
coffee the nation’s favorite beverage naturally 
do not all like the same blend or brand. Yet, 
one country, Brazil, continues year after year 
to export more of its coffee to the United States 


than any other country. 


A basic reason is the unequalled variety and 
quality of the Brazils. They satisfy a wider 
range of consumer tastes than any other cof- 
fee. Coffee experts and the general public 
agree on the eminence of their rich body, full 
flavor and aroma, The U. S. taste for coffee 


has been built on Brazils. 


PROMOTE 
BETTER 
BREWING 


Join the industry-wide 


campaign for 


heartier coffee 
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BRAZILS 


ARE 
PREFERRED 


120 WALL STREET, NEW YORK 5, N. Y. 


THE BRAZILIAN COFFEE INSTITUTE 
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COFFEE 


importers 
and agents 
sinee 1914 


MEMBERS 


NEW YORK COFFEE AND 
SUGAR EXCHANGE INC. 


NEW YORK COFFEE AND 
SUGAR CLEARING ASSOCIATION 


NATIONAL COFFEE ASSOCIATION 


GREEN COFFEE ASSOCIATION 
OF NEW YORK 


C.A.MACKEY 
and Company, Inc. 


91 FRONT STREET 
NEW YORK 5, N. Y. 


CABLE ADDRESS "MACKCHAND" 


| Canada's cup of tea 


| 
| 


| 
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of the Canadian Restaurant Association. 


All consumer media in Canada received exclusive edi- 
torial features on a tea-on-the-rocks theme and these were 
followed-up by general releases featuring recipes for such 
summer drinks as minted orange, tea, tea-sherbet cooler 
and teen-time tea punch. The Tea Council has also co- 


| operated closely with the Canada-wide ‘August is Sand- 


wich Time’ promotion and the ‘October is Restaurant 
Month’ campaign. 

The increasing acceptance of iced tea and the heighten- 
ed interest in tea as something more than a staple bever- 
age is all part of a well-marked trend in Canada towards 
more variety in tea drinking and in the use of tea gen- 
erally. Consequently, much of the efforts of the Tea 
Council are being directed towards the publicizing of 
new tea recipes, the devising of special menus featuring 


This is “tea-legal" .. . 


A British housewife, who recently died at the 
age of 70, cut her son out of her will because 
“he made my tea too weak.” Son took the matter 
before the courts, claiming that mother wanted 
her tea so strong a mouse could walk on it. He 
won his case, and a substantial share of the estate. 


tea and to the promotion of tea in a variety of ways for 
different age groups and different occasions. 

Long the drink of Canadian sportsmen and outdoors- 
men, tea is now winning increasing acceptance from 
teenagers in Canada. This trend in particular we regard 
as encouraging not only for its immediate effect on tea 
sales but also for what it portends for the future. 

All the indications are that tea, the popularity of which 
in Canada dates back to the country’s earliest times, ts 
assured of maintaining its place as the nation’s No. 1 
drink for many years to come. 


"'Tea's in the News," this year, as it has been for several cen- 
turies. Back in 1685, the first book on the subject, illustrated 
above, was printed. Even then the battle for the consumer 
entered the picture, since the book treated on the merits of 
both coffee, and chocolate, in addition to tea. 


Flavor Field 
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all over the world 


GUMP GRANULIZERS 
meet the demand for Uniform Coffee Grinds 


Grinds from Gump Coffee Granulizers have the 
consistent uniformity, the clean-cut appearance, 
which help maintain cup quality and increase 
coffee sales. That's why hundreds of coffee 
companies throughout the world — in thirty-one 
countries on six continents — rely on Gump 
Granulizers to keep up with the growing demand 
for controlled quality grinds. 


Maximum efficiency is another Gump Granulizer 
benefit. Sound design, rugged construction and 
easy adjustability combine to insure low cost, 
trouble-free performance, day after day. Model No. 333 
capacity 400 to 700 


Take advantage of Gump engineering and grind 
pounds per hour. 


analysis services to assist you in deciding what 
model of Granulizer, what size or type of cor- 
rugation, is r/ght for your requirements. We're 
glad to help solve any coffee grinding problem— 
with no obligation. 


Write today for information on the machine 
that will give you efficient production of quality 
grinds the Gump Coffee Granulizer. 


Model No. 666E 
capacity 400 to 1,000 
pounds per hour. 


Model No. 777E 
capacity 1,000 to 
2,000 pounds per hour. 


Model No. 888E 
capacity 2,000 to 
4,000 pounds per hour. 


B. F. G UMP Cc ©. 1312S. Cicero Ave., Chicago 50, Ill. 


Engineers and Manufacturers of Coffee Plant Equipment 


New York 36—JABEZ BURNS AND SONS, INC.—600 West 43rd Street 
SALES AND SERVICE San Francisco 5—TEMPO-VANE MANUFACTURING CO.—3390 First Street 
| Dallas 2—J. B. WILLIAMS —1026 Young Street 
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*“TEA’S in the NEWS” 


Ceylon, long an important producer of high grade 
teas, gears for impact of "instants'' on the Ameri- 


can market; and tries to gauge future. 


Those who package and market tea have plenty of 
problems of their own and have little time to worry about 
producers’ problems; but producers’ problems may re 
bound on the consumer, in time, just as consumers’ atti- 
tudes affect producers. The Tea Research Institute of 
Ceylon is designed to assist producers and, to do this in 
the best way, it must cast an eye over the whole field. 
Not only that, it must also try to look rather far into 
the future, for production is rather inflexible because 
of the limitations of nature. If old tea in the high country 
of Ceylon is uprooted today and better tea planted, five 
years will pass before money starts to come in from the 
new tea and seven years before the new tea is in full 
bearing. We are therefore very interested in long-period 
market trends and we want to know about them. 

In the past, Ceylon tea has had a reputation for quality- 
refined flavour in the Nuwara Eliyas, up-country quality 
and flavouriness in the Dimbulas, the special flavour 
of windy Uva, and strength and colouriness from the 
low country. These special properties cannot be mass- 
produced as a machine turns out washers. They depend 
on the weather, especially at the time of plucking, on 
the type of the tea-bush, on methods of plucking and, 
above all, on the details of manufacture. Before pro- 
ducers spend money on replanting and on new machinery, 
they have to consider how much tea the market will want, 
and whether it will want special teas or merely tea. 

The United States is the richest market in the world. 
There is, however, a peculiar feature of it. Looked at 
from outside and without personal experience, one gets 
the impression that it is a mass market and not a quality 
market. Slosh it into the cup, swill it down, and rush off 
to something else; no time to enjoy, to relish; raw spirits, 
weak coffee, any tea. This is evidently not universally 
correct, for there are some sound Ceylon teas on the 
American market; but how many Americans would say, 
with Omar Khayyam, “I wonder what the vintners buy, 
one half so precious as the goods they sell.’ Is there a 
large untapped market for flavoury Dimbu!as, Dickoyas, 


D. L. Gunn, author of the informative article on 
Ceylonese tea which appears on this page is director of 
that country's Tea Research Institute. Located at Tala- 
wakele, the Institute has recently produced a powder 
tea which is manufactured directly from the green leaf. 
Designed for hot tea use it is described above. 
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... “Ceylon looks ahead”... 


and Uvas? Can blends be retailed using these names? 
The price differential for all but the very best of them 
is now so smal! that the growers are not much en- 
couraged. It is true that supplies could be somewhat in- 
creased in a short time by changes in manufacture; but 
will the market make those changes worth while? Re- 
planting the present acreage could, in two or three de- 
cades, double the poundage of Ceylon tea; but the rise 
in quantity could not be so great if emphasis were plac ed 
on quality types of bush, 

Americans that I have spoken to about this have never 
had the opportunity of tasting a high-country flavoury 
Ceylon tea and they were astonished at what pleasure 
it could give them. Would it be worth while to give 
the discriminating part of the public the opportunity 
of discovering what tea can be like, by selling a box 
containing several named teas of the best quality? Is there 
a substantial number of Americans that are willing to pay 
extra for the best? These are questions vital to the develop- 
ment of tea production in Ceylon and to the choice of lines 
of work by the Tea Research Institute. 

As far as we in Ceylon can tell, the American trend 
is to mass sales in another direction, namely towards 
instant tea, soluble powders, mainly because of their 
convenience and their suitability for iced tea. Nobody 
here regards these instant teas as tasting much like a good 
leaf-tea, but nobody objects to selling black tea for 
making powder tea, if that is what people want. Many 
of us feel, however, that the grace and lift of the best 
tea can only be gotten from the hot cup. Consequently, the 
Tea Research Institute has, after investigation, produced 
a powder tea that has an authentic flavour of tea in the 
hot cup. This is manufactured direct from green leaf, 
without going through the stage of black tea as normally 
marketed. It is not the business of the Institute, however, 
to set up full-scale manufacture or to market the product, 
and we do not know how far the market is interested. 
The product is not suitable at present for iced tea and has 
been designed for hot tea; even for that it needs groom- 
ing by skilled commercial people who know what they 
want. Many of us feel that it would be best to place 
it on the American market, where it might greatly in- 
crease the total consumption of tea, rather than upset the 
established and traditional British market. 


Proper foresight is important not only to the producers 
but also to this ancient ten-million nation in Ceylon, in 
its democratic struggle to catch up with Western stand- 
ards. Tea constitutes about two-thirds of the exports 
(value). Government has not been unaware of the im- 
portance of progress in industry in general and in the 
tea industry in particular. There is a substantial subsidy 
paid for replanting, and special privileges are given 
to new enterprises from other countries. So where do 
we go from here? 
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FMC Auger Fillers are “quick change” 
performers for Spice Islands 


Spice Islands Company, world famous San The Duplex Auger Filler model HG-84 shown here is 
one of several units installed at Spice Islands. Completely 
requirements. They needed accuracy and automatic, it is available with a choice of filling methods— 
speed. But just as important they had to have cam volumetric, gross weighing or auger combined with 
quick changeover in packaging a wide range of : . 

sizes and products of varying characteristics. vacuum for packing dusty products—at speeds up 
Fully automatic and semi-automatic fillers to 70 packages per minute. Many other auger 
handle with equal facility such spices as curry filler models for automatic or semi-automatic 
and garlic powders, ground cinnamon and sage, Pie? a > 

hickory smoked salt, and chicken seasoned operation are designed to handle products 


with “difficult” characteristics at speeds 
ranging up to 140 units per minute. Pro- 
duction run accuracy is outstanding in 
filling cans, jars, cartons or other 
containers. Size and product 
changeover is exceptionally fast and 
simple for powders, granules 

and certain paste products. 


stock base. Containers range from 2 ounce 
“apothecary” to regular and large size jars. 


ldeas to Work 


Putting 
For the whole story of how 
FMC Auger Fillers can 


FOOD MACHINERY AND CHEMICAL FMC Auger Filles 
CORPORATION ee for your Copy of 


FMC Packaging Machinery Division 
Stokes & Smith Plant 
4920 SUMMERDALE AVENUE, PHILADELPHIA 24, PA. 
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Late in 1958, Coffee and Tea Industries, 
offered its readers a publication of significant in- 
terest to the trade, “Advances in Coffee Produc- 
tion Technology”. The publication was then, and 
is today, a compendium of useful information to 
the grower of coffee. 


The material contained in “Advances in 
Coffee Production Technology” first appeared in 
the special November, 1958, issue of Coffee and 
Tea Industries, and immediately became one of 
the most widely sought after issues to appear in 
this industry. 


“Advances in Coffee Production Technology” 
is a worldwide summary of coffee research. It out- 
lines existing knowledge and shows the direction 
of efforts to extend that knowledge. Top coffee 
scientists cooperated in preparing the material 
and consider it an important working tool. 


For coffee growers, shippers, their organiza- 
tions and governments, the book puts between 
two covers material affecting many immediate and 
long range aspects of coffee growing. 


For importers and roasters in consuming 
countries, “Advances in Coffee Production Tech- 
nology” holds clues to the future of the product 
on which their business is based. 


For libraries and research organizations, it is 
an important source of information on a vital 
commodity. 


There are on hand a limited number of copies 
of “Advances in Coffee Production Technology” 
which are offered at the original pre-publication 
price of $2.50 per single copy. Orders for copies 
in excess of five may be had at an additional dis- 
count of 10 percent. 


“ADVANCES IN COFFEE PRODUCTION TECHNOLOGY” 


TABLE OF CONTENTS 


Introduction 


Recent advances in our knowledge of coffee 
trees: 

. Physiology 

. Genetics 

. Cytology 

. Anatomy 


A Wh 


The supply of better planting material 
1. Arabicas 
2. Canephoras (Robustas) 
3. Asexual propogation of coffee 


Mineral nutrition 
1. High fertilizer applications and 
their effects on coffee yields 
2. Detection and control of minor 
element deficiences 


Better control of water supply 
for coffee production 


The sun-hedge system of coffee growing 
The mechanization of cultural operations 
Soil conservation on coffee plantations 
Chemical weed control in coffee 


Recent spraying for control 
of coffee diseases 


Selection of coffee types 
resistant to the Hemileia leaf rust 


Biological control of insect pests in coffee 


Factors affecting the inherent quality 
of green coffee 


Conclusions 


Coffee and Tea Industries = 
suggests that orders for 
“Advances in Coffee Pro- 


COFFEE & TEA INDUSTRIES (formerly The Spice Mill) 
106 Water Street, New York 5, N. Y. 


duction Technology” be Attached find $. for... copies of “Advances 
placed immediately. No in Coffee Production Technology" at the special price of 
plans have been made for ; a. 
a second printing of this | 
| Name. 
publication and only a 
limited number of copies -_ 
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~“TEA’S 
in the 


NEWS” 


to tes in weet 


BALADA invites you 


tne Lorgsoot Or 


pox éuring 


Net ionsl Dourles 
2 tre 2. 


The Tea Council provided the original 
idea of combining tea-and-athletes. Sal- 
ada effectively implemented the tie-in 
recently at the U. S. Lawn Tennis National aa, 
Doubles. Here's how... 


Olud, 


Boston’s “number one” tea visited the courts 


Tea and tennis blended as smoothly as Roy Emerson 
and Neale Fraser, who celebrated their recent record 
victory in the National Doubles Tennis Matches with tall, 
cold glasses of iced tea at the Longwood Cricket Club, 
Chestnut Hill, Mass. 

A favorite drink of tennis players, the tea was served 
both iced, and hot, to the visiting teams throughout the 
tournament, courtesy of Salada Tea. Pitchers of iced Sa- 
lada were always available, at the players’ request, during 
the semi-final and final matches. 

The Salada Tea management, continuing a program 
once highlighted by the Tea Council, saw the advantages 
of serving its product before thousands of tennis fans dur- 
ing the hot four-day national tennis tournament. They 
grasped the opportunity to promote the concept that tea 
is an appropriate beverage for young people ~and that tea 
is the athletes’ drink. 

The undertaking had further significance for Salada in 
that the company has been promoting its tea as the “First 
in Boston” brand. 

One tea and tennis fan serving at the Longwood Club 
was Miss Hazel Wightman, America’s former women’s 
tennis champion. According to Miss Wightman, “Tea 
seems to be the most accepted tonic among tennis players. 
After a match, or between sets, you often hear players say- 
ing, ‘let’s have a cup of tea’.” 

Grant Horsey, president of Salada-Shirriff-Horsey, said 
in a recent interview that ‘the future of tea in this country 
is with the younger people—teenagers and young married 
couples. The convenience that the much improved cold 
water soluble instant tea offers will appeal to these young- 
er groups where the great growth potential exists.” 

As an indication of tea’s popularity with the players 
at Longwood, Mrs. Betty Speirman, who has worked 
closely with Salada’s chief taster and blender, John F. Hal- 
loran, brewed 50 gallons of tea a day. 


Australian tennis champion, Roy Emerson, reaches 
enthusiastically for a cup of iced tea shortly after 
he and Neale Frazer won their match at the 
National Doubles Tennis Tournament at the Long- 
wood Cricket Club. Salada saw to it that tea, 
both iced and hot, was available to the visiting 
teams throughout the tournament. 
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in the NEWS” 


The package in which your product appears 


is the first line of approach" to consumer 


sales. That's why it's important to .. . 


“measure the effects of your package dress” 


One of the most effective weapons in the promotion- 
minded tea industry's arsenal is lying dormant. 

Tea’s susceptability to moisture and foreign odors may 
be an expensive headache to the producer. But with im- 
aginative promotion, this headache could be transferred 
from the red to the black side of the ledger. 

Only two factors are needed to accomplish this: reali- 
zation of the opportunity, and a new look at the retail 
tea package. 

As tea leaves are picked and processed, every pre- 
that the harmful 
warded off. During the 


caution is taken to insure effects of 
moisture and foreign odors are 
long ocean voyage trom India, Ceylon and other pro- 
ducing areas, the tea is carefully wrapped in aluminum 
foil. The tea is carefully blended with identically secure 
safeguards. 

Equal care is taken at the packing plant, and loose 
tea is generally packed in cartons lined with aluminum 
foil. From the tree to the teapot, every delicate leaf is 
coddled to give the consumer the highest quality attain- 
able. Few food product industries, if any, could make the 


A bright, “eye-catching” package can do much to win product sales 
in today's competitive battle. Tender-Leaf's bright, aluminum foil 
packing is an example of what can be done in this direction. 


42 COFFEE & TEA 


same claim. Yet the tea industry has not taken promo 
tional advantage of a situation that ts essential to its 
Operation, 

The tea industry, in short, has a distinctive story of 
delicacy and product protection to tell the consumer, 
and hasn’t told it. 

This story has two unique features that instantly trans- 
mit an image of quality to the housewife. One is age- 
old—the romantic aura of the East, where tea is pro- 
duced. The other is comparatively new, and its pro- 
motional benefits have been made available to the tea 
industry through the success of another product—house- 
hold aluminum foil. 

Through daily use in the kitchen, the housewife has 
learned the protective qualities of aluminum foil, and 
even has discovered new uses for it before they occurred 
to the producers. 

This consumer confidence in aluminum has given foil 
another strong advantage—merchandising power. A sur- 
vey conducted by National Certified Interviews, Inc., 
revealed that housewives not only believe aluminum foil 
is superior to any other packaging material, but also be- 
lieve that a product packaged in foil is superior to a 
similar item that is packaged with another material. 


Thousands of food products have adopted aluminum 
packages to take advantage of this merchandising power, 
and have advertised and promoted their use of this 
material. There are countless examples of products that 
have significantly increased sales simply by switching 
to an aluminum foil package. 


But 


throughout 


tea, which requires and gets more protection 


the harvesting, processing and packaging 
cycle than nearly any other product, discreetly hides be- 
hind a paperboard cloak on the supermarket shelf. Its 
aluminum foil liner is hidden; the producer dismisses it 


as functional necessity, not realizing that the housewife 


INDUSTRIES The Flavor Field 


and 


& 
— 
— 
2 
{ 
= 


would attach a mental “quality” label to the product—if | 
someone would tell her that the foil liner is inside. 

There are indications that the tea industry is realizing 
this. Standard Brands, for example has recognized the 
importance of utilizing the eye-appeal merchandising pull 
of aluminum as well as the functional use of a foil liner, 
and has adopted a printed foil overwrap for its Tender 
Leaf Tea in both loose and bag form. 

However, the industry generally has not learned a 
lesson that should be obvious: if sales of other products | 
can be increased by promoting the longer shelf life, | 
extended freshness, and other advantages gained through | 
use of aluminum packaging, how much more could the 
tea industry gain by telling the consumer that this product 
is protected by aluminum foil all the way from India to 


her table? 

There are many facets to this story; the use of foil is 
only one. It is the tale of a delicate leaf that is grown 
thousands of miles away, and the many pains that are 
taken to protect it. Every precaution contributes, no | 


matter how routine it may have become to the producer. 


Perhaps the industry has considered this too far re- 


moved from the American consumer's experience for ef- 


fective promotion. This may have been true 10 years ago. | 
The rising popularity of foil, however, gives the tea 


industry a ready “handle” for such a promotion. The 
housewife knows without explanation exactly how alumi- 
num foil helps protect a product, and with this under- 
standing and confidence she will read with interest of 


the other steps that are taken to give her a quality 
product from this unusual leaf that grows in the distant 
East. 

A realization of the beneficial effect such a promotional 
story would have should lead to an understanding of the 
other factor required: an overhaul of tea packaging. 

The most obvious steps here are to use foil liners for 
bag as well as loose tea, and to print on the package 
that this product is protected by an aluminum foil liner 


as one of many steps taken to preserve its delicacy and 
flavor. A foil overwrap would impart visual identifica- 


tion with quality and product protection. 

Competing products, however, have gone much further 
than this, and the tea industry should do the same. An | 
excellent promotional campaign can be largely wasted if 
not carried through with equal impact on the supermarket 
shelf, where thousands of products vie for the shopper's 
attention, 

With a foil overwrap, the tea producer's story of deli- 
cacy, quality and ultimate protection is well carried 
through. The brilliance of the material will catch the 
shopper's eye. But the battle is only half won, 


Yours is not the only quality item in the store, nor 
the only one that the housewife will stop to look at. The | 
importance of package design suddenly becomes the de- 


cisive factor. 

What does the shopper see in the typical tea package? 
Usually, a big, bold brand name, and little else. Certain- 
ly there is a hard core of tea drinkers with strong brand 
loyalty. Just as certainly, there are many shoppers who 
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NEW... TEA FROM 
SOUTH VIET-NAM 


. . . WE TAKE GREAT PRIDE IN 
INTRODUCING A NEW TEA TO THE 
AMERICAN TRADE .. . 
ATTRACTIVELY PACKAGED 
"PAK-LAO" BRAND IS THE 
"ROYAL TEA" OF THE ANNAMESE 
EMPERORS IN PAST TIMES. 

. . . TODAY THIS "SILVER-TIPPED" 

TEA, MOUNTAIN GROWN AT 
2,550 FEET, IS AVAILABLE 
FOR THE FIRST TIME IN THE U. S. 


B.M.T. commopity corp. 


233 BROADWAY NEW YORK, N. Y. 
EXCLUSIVE IMPORTERS U.S.A.—CANADA 


AMERICAN pistrisutoR: WEDDLE TEA CO. 
108 WATER ST., NEW YORK 5, N. Y. 
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“measuring the effect of your package’ 


(Continued from page 43) 


SINCE 1871 


don’t regularly buy tea, and very possibly pick another 
IMPORTERS Cnvogn Sie | beverage most of the time simply because the tea package 
° Pen a fails to carry through the strong advertising message of 


BLENDERS | a refreshing, modern and inexpensive beverage. 


The brand name is surely important, but equally im- 
portant should be the message on the package itself that 
this is TEA. The delicacy and protection story should be 
included; it is an advantage not available to other bever- 


PACKERS 


ages. But the tea package must also battle its competitors 
in their favorite field; it must create “thirst appeal.” It 


WEDDLE TEA COMPANY | must utilize design to make the shopper want a cup of 


tea, or a glass of iced tea. 


108 WATER STREET, NEW YORK 5 | The package also should tell how to brew the tea, no 

matter how simple and well-known the producer may 

With a background knowledge | consider this Process. It should portray tea as a smart, 
up-to-date, thirst quenching and satisfying drink. 


ained through many years of designin 
8 The tea industry is in a favorable position. It has a 
superbly effective tea packages quality product and a considerable number of faithful 


Weddle Tea Company offers the dis- customers. All it needs to tap a vast, readily available 
criminating buyer the most com- market is promotion of tea’s most distinctive characteris- 
plete line of specialty teas and packag- tic, delicacy, coupled with a package that is equipped 


ing available in the tea industry. to hold its own in the supermarket arena. 


MEMBER—TEA ASSOCIATION OF THE U.S.A. —_ 


Ex-Imbank guarantees coffee 
EXports against political risk 


The National Coffee Association has announced receipt 
S fe. of notification from the Export-Import Bank to the effect 
ee or that exports of both regular and instant coffee now 
ualify for the Bank’s program to provide export guaran- 

tees covering political risk on short-term credit trans- 


actions. 
At the request of a member roaster, association prest- 
dent McKiernan had written to the Export Credit Guaran- 


tees Section of the Bank to point out that regular cottee 
Made RIGHT! Priced RIGHT! would be disqualified by a published interpretation of one 
requirement for guarantee coverage. The interpretation 
defined the term “produced or manufactured in the 
United States” as meaning that more than one-half of the 
value of the export must have originated or been added 


by manufacture or processing in this country, 

In his letter to the Ex-Imbank, McKiernan said that 
coffee is “an American product which should not be 
penalized because of the economies which have been in- 
troduced by the industry over the years to reduce the cost 
of manufacture.” 

The reply from the Chief of the Export-Import Bank's 
Loan Division asked that the decision to make the two 
forms of coffee eligible for guarantees be brought to the 
attention of all Association members. 


You will find ATLANTIC 
to be a sure, safe, de- 
pendable source for fine 
Coffee Bags—plain, stock 
design or private design. 
May we samples 
and quote on your 
requirements? 


"The Transportation Picture”... 


COFFEE BAG CO ne that’s the theme of the fact-filled No- 


vember issue of Coffee and Tea 
220 KOSCIUSKO ST. - BROOKLYN 16,N. Y. Industries coming your way shortly. 
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*“TEA’S in the NEWS” 


@ The cultivation and sale of 
TEA at the point of growth has 
progressed considerably since 
the time of the antique Chinese 
drawings pictured here. Its at- 
tributes remain, however, the 
same as when it was described 
in a contemporary manuscript 
as, tempering the spirits, har- 
monizing the mind, dispelling 
lassitude, and clearing the per- 


ceptive facilities." 


Planting of young plants differed little from traditional methods still 
being used in producing countries. Grown from seed, attrition 
was severe, only one in five seeds planted germinating. 


Carefully tended plantation, then as now, called for consistant 
watering. Lack of rainfall was overcome with unfailing labor supply 
which apparently managed the job with nothing more complex than 
bucket and dipper. 
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Typical tea merchant's establishment in old China apparently cen- 
tered around crude weighing machine. Workers in background 
assured full weight by tamping tea into chest using "foot power." 


Firing of leaves in the days before modern processing machinery 
was a job for a highly skilled expert. Wood ovens, pictured, called 
for constant attention to avoid over-firing in drying process. 


Final blending took place, according to the scene below, in pleasant 
surroundings. Amoy teas of the period were described as having 
a "nutty" flavor, Foochows as "mellow," Pekoes as “piquant,” 
Formosas as “fragrant.” 
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The Coffeeman’s Balance Sheet 


AW 


# # The Brazilian Bulletin reports 
that coffee exports from that country 
during July reached an all time high 
of 1,919,258 bags of 132 pounds 
each. This figure, according to the 
Brazilian Coffee Institute, broke a 
previous record of 1,830,430 bags 
set in July, 1907. 

Coffee exports, by port, were as 
follows: Santos, 1,380,771 bags; 
Rio de Janeiro, 212,154 bags; Para- 


nagua, 181,568 bags; Vitoria, 112,- 


093 bays; Recife, 4,561; Bahia, 


1,869; Angra dos Reis, 22,342; 
Niteroi, 3,900 bags. 

In another development the paper 
anounces that eleven Brazilian firms 
have presented proposals to produce 
soluble coffee under the Brazilian 
Coffee Institute’s Resolution #161 
of last May. At that time the In- 
stitute offered to sell one million 
bags of coffee a year from its stocks 
at prices ruling in the market to 
instant coffee plants then in opera- 
tion in Brazil or to those which are 
in operation by December 31, 1961. 

The IBC will, within limits, re- 
portedly guarantee to buy eighty 
percent of the instant coffee pro- 
duced during the first year, lessening 
the amount by twenty percent each 
succeeding year for four years. 

Of the eleven firms four are estab- 
lished in the State of Sao Paulo; 
three are in Parana; three in Minas 
Gerais; and one in the State of 
Guanabara. 


India’s Economic Newsletter 
reports that the coffee crop for the 
1960-61 season is expected to reach 
the peak figures of 50,000 tons, as 


The problems of editors . . . 
and of ‘technologists’. . . 


Just a few short months back we were confidently awaiting an 
article. It was to have been designed to update our well regarded 
“Advances in Production Technology” as regards the African coffee 
crop, Then the Congo erupted into turmoil, and not only are we 
without our story, but the author of same finds himself without a 
position. R. Wilbaux, Director of the Bureau d'Etudes Techniques 
located at Bukava in the Congo was to have authored the story. We 


quote from his latest letter. 


“IT am sorry to have to inform you that 


I will be unable to prepare the article on African coffee technology as 
promised. Most of my documents, and all of my money are blocked 
by the Congolese authorities, and I am trying to find a new position 
in another country. Should you know of anyone wanting the services 
of a trained technologist, | should be most appreciative if you would 
so advise.” We quote the letter feeling that one of our coffee friends 
may be helpful in what can only be described as a “tough spot”. 
Coffee and Tea Industries would be glad to forward letters from 
interested parties to Mr. Wilbaux at his new address. 


& TEA 


A review of recent notes of interest to the coffee trade 
compiled from both AMERICAN and OVERSEAS sources. 


against a total of 47,800 tons dur- 
ing the previous season. The total 
sales for export out of the 1958-'59 
crop amounted to 16,400 tons, con- 
sisting of 8,168 plantation, 3,130 
Arabica, and 4,102 Robusta. The 
revised allocation for export out of 
the 1959-'60 crop is expected to be 
20,000 tons, consisting of 13,000 
plantation, 2,750 Arabica, and 4,250 
Robusta. 


® ® Panama reports that coffee ex- 
ports more than doubled those for 
the same period of 1959 during the 
first half of this year. 1,500 short 
tons are estimated to be shipped to 
the United States and Europe this 
year, Especially promising was the 
sale of 282 tons of Boquete coffee 
to Germany for the sum of $261,- 
256. An average price og $46 a 
quintal was reported, $8 more than 
had been obtained in the U. S. 
market. 

The International Coffee Con- 
vention recently granted Panama an 
export quota of up to 594 tons for 
the third quarter. With this en- 
couraging evidence that the coffee 
market will expand increased evi- 
dence was shown in the formation 
of a Boquete coffee growing co- 
operative which would sponsor tn- 
stallation of a plant at an estimated 
cost of $150,000. 


The Weekly Coffee NewsLetter 
issued by Merrill Lynch points up 
the following. “In an atmosphere 
laden with stabilization problems, 
one sometimes forgets that even a 
controlled market is still influenced 
by the low of supply and demand. 
In this connection the level of mild 
production this coming season may 
be of particular importance. Many 
other questions come to mind, i.e., 
will there be a further tendency for 
growth of U.S. usage to level off? 
Will green stocks be maintained at 
3-million bags or more, or be per- 
mitted to decline to the lower levels 
that have prevailed in previous 
years? Another provocative issue ts 
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the extent to which the composition 
of demand will be influenced by 
wide price differentials between 
Robustas and Arabicas.”” The letter 
goes on to suggest that, “The size 
of Arabica production in Africa may 
affect the Latin American market for 
milds, with price differentials play- 
ing a part. One would think that 
the producers will make every effort 
to get the most out of those trees 
whose product is remunerative, Will 
the proportion of Arabica produc- 
tion increase from an estimated 26 
percent of the African total in 1959, 
or will other factors handicap such 
growth? In the Belgian Congo, one 
substantial Arabica the 
political situation has posed some 


producer, 


threat to the operation of coffee 
plantations.” (The box on this page 
is revealing as an insight into the 
situation as regards trained person- 
nel in the Congo at this time). 

#® ® Elsewhere in this issue there 
appears a news item regarding the 
introduction of a new instant coffee 


being produced in Jamaica. re- 


cent report on coffee grown on that 
island indicates that today coffee 
growers are organized into co-opera- 
tive societies and that coffee is now 
being processed in a dozen factories 
equipped with the most modern 
equipment. Overall control of the 
island’s coffee production is in the 
hands of the Jamaica coffee industry 
board which has wide powers to 
develop and regulate the industry. 

According to the latest published 
figures the total crop for the 1958- 
59 season amounted to 2,437,880 
pounds which with a small carryover 
from the previous season totalled 
2,766,980 pounds. Approximately 
48 percent of the total crop con- 
sisted of top grade prime Jamaica 
washed, highest of the nine grades 
being grown on the island. Of this 
total the United Kingdom took de- 
the greatest 
amounting to 1,274,120 
Italy accounted for the second larg- 


livery of portion 


pounds. 


est figure in the imports, 404,712 
pounds, and the United States, third 
with a total of 263,522 pounds im- 
ported, 


Faster TEA service ! 


35 days approximately from 
Colombo to Pacific Coast ports 
You'll get more frequent — faster service from 
Colombo to Pacific Coast ports via Hongkong 
by using Pacific Far East Line fast Bear ships 
Offices and Agents throughout the World 


ROUTE OF THE BEARS 


By island law the Jamaica Coffee 
Industry Board is set up as the sole 
exporter of coffee from Jamaica. 
However an exception is made in the 
case of the Blue Mountain variety 
which is the Island’s prime type. 
Producers of this type coffee are per- 
mitted to make their own marketing 
arrangements, and export and local 
firms are allowed to export roasted 
coffee under a quota arrangement. 

Prime Jamaica washed is prepared 
from cherry coffee which is de- 
livered to the Board’s dozen factor- 
ies and processed at a central grad- 
ing and finishing works. The type is 
described as a variety of excellent 
appearance, having bold beans al- 
and with 
good roasting qualities. In cup qual- 


most free from defects, 
ity, it is reportedly strictly soft, free 
from all off-flavours, with fair body 
and medium to sharp acidity. One 
important development in grading 
has been the purchase of electronic 
sorting machines which are helping 
to reduce processing costs without 
impairing efficiency. 


LOS ANGELES 17, CALIF. NEW YORK 4, N.Y. 
612 S. Flower St. 1 Broadway 


SAN FRANCISCO 4, CALIF. 


3165 California St. 
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A. L. Ransonorr Co., Inc. 


Coffee 


NEW YORK 


Cable Address 


“RANWILLIG”’ 108 Front Street 


COFFEE BROKERS 
AND 
IMPORT AGENTS 


79 Wall Street New York 5, N. Y. 


JAMES A. ALEXANDER 
COFFEE BROKER 


90 FRONT STREET NEW YORK 5, N. Y. 


Get your COLOMBIANS 


BALZACBRO 


Shortest Route from Growers 


Balzac Bros. & Company, Inc. 


Edward P. McCauley & Co., Inc. 
COFFEE 


One Jones Lane New York 5, N. Y. 


Cable Address: CAULCAFE 


H. L. C. BENDIKS, INC. 


NEW YORK 
89 Front Street 


SAN FRANCISCO 
40 California St. 225 Magazine St. 
IMPORTERS - JOBBERS 
COFFEE - TEA 


NEW ORLEANS 


Coffee Brokers and Agents 


Representing leading shippers 
in all producing countries 


98 Front St., New York 5, N. Y. 
Cable Address: Phyfe, N. Y. 


| "'Laticlave” 


Coffee Agents and Brokers 
100 Front St. 


NEW YORK, 5 


J. N. SOARES CO. 


NEW YORK 5, N. Y. 
Cable Address: 
New York 


110 FRONT ST. 
Telephone: 
WHitehall 4-8152 
Agent for Angolan Shippers 
MEMBER: GREEN COFFEE ASSN. OF NEW YORK CITY, INC. 
NATIONAL COFFEE ASSOCIATION 


S. A. GLASBERG CO. 
ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 


IVORY COAST — MADAGASCARS — UGANDAS 
Cables: Cafruki, New York 
125 Broad Street New York 4, N. Y. 


REAMER, TURNER & CO. 
COFFEE 
Brokers and Import Agents 


“REATURN” 
104 FRONT ST. NEW YORK 


ERNEST SINGHOFEN & C0., INC. 
Coffee 


NEW YORK 


TEL.: WHITEHALL 4-8182 109 FRONT STREET 
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— 
Maxwell House’ "king-size" promotion is discussed by Steve Smith, 
W. McMillen, central regional sales manager, and product manager 
Jim Andrews. Background shows some of material to be used. 


Maxwell House corrals “king-size” 
animals to promote “king-size” sales 


There's a new promotion being readied for this winter. 

It's centered around the friendliest animals to be 
sembled under one roof since Barnum met Ringling. And 
its slated to sell not only coffee, but a variety of other 
products packaged in large, economy sizes. Elephants, 
hippos, lions, giraffes, they'll all be present in this new 
type of promotion being readied by Maxwell House. 

What makes the promotion unique ts that thousands of 
the bright super-size, super-salesmen, in the form of these 
animal pieces will be utilized as an off-beat method of 
plugging the corporation's Instant Maxwell House Cof- 
fee in the Giant, ten ounce size. Maxwell House terms 
it the first nation-wide promotion of such magnitude ever 
to have been undertaken by the sales force. 
All chain stores, and independents, who take part in 


as- 


3 Fortune Telling—up to date 

There’s reported to be a gypsy fortune teller in 
New York who provides a $10 fortune and a $5 
fortune. Asked the difference, she advises that, 
“for the latter, I use instant tea.” 


the planned program will be supplied with complete kits 
of colorful animal displays, as many as 106 pieces for one 
of the larger supermarkets. Most of the display pieces 
will point out the economy of buying the bigger, economy- 
size food items that the consumer's favorite store carries. 
There'll be a “trunkful of values” for the elephants; 
“stretch your dollars” for the giraffe; “roaring savings” 
for the lion. But tie-in for the company’s product will 
come from a poster featuring a hippo, the wording, ‘buy 
the giant ten-ounce size’, and a photograph of the ten 
ounce package itself. 

Product manager, Jim Andrews, feels that the promo- 
tion is so slanted that it will offer store management 
something new, and different. In keeping with the animal 
theme, store personnel will wear pith helmets, to bag 
“big game”, in the store-wide sale of big sizes. The 
corporation firmly believes that they stand to gain big 
dividends using the promotion even though its not com- 
pletely calculated to sell the company’s product alone. 
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NEW 


ELECTRIC 


FULLY AUTOMATIC 


PERCOLATORS 


For 


30-58-90-Cup Capacities 


Homes @ Churches @ Schools @ Taverns @ Lodges 


Restaurants @ Hospitals @ wherever large quantities 


of perfect coffee are desired. 


THREE MOST WANTED SIZES ... 


Completely 
Automatic 


@ A snap to clean 


Filters, 
Screens 


No Bags, 
Papers or 


Perfect Coffee Every 
Time 


AP-48—58 cup capacity 


AP-84—90-cup capacity 


AP-24—30-cup 
capacity 


Also a wide selection of 
semi - automatic Drip -O - 
lator electric coffee makers 
in capacities from 18 to 72 
cups. Write for descriptive 
literature. 


THE 


Manufacturers of the Original 


Coffeemaker. 


EASY TO USE .. . Sim- 
ply put in the required 
amount of cold water, add 
coffee and switch on cur- 
rent. Perking action starts 
in seconds and stops at the 
peak of percolated flavor. 
Then automatically the all 
new “Automatic Electric 
Percolator’’ turns to low 
heat to keep the full-bodied 
brew serving hot. Ap- 
proved by Underwriter's 
Laboratory. 


ALUMINUM CO. 


MASSILLON, OHIO 


Drip-O-lator® the Better Drip 
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Silex Automatic 
Coffee Brewer 


Silex 18-Karat 
Gold Plated Carafe 


Famous Silex 
Vacuum Coffeemakers 


THE WORLD'S MOST FAMOUS NAME IN COFFEE EQUIPMENT 


THIS BRAND OPENS 
NEW FRONTIERS 
FoR PROF? 


Silex 2-Unit 
Electric Warmer 


Silex Stainless 
Steel-lip Decanter 


Silex equipment has 
the flexibility for 
rush-hour efficiency 
or off-peak economy 
. always coupled 
with fast service and 
customer-satisfying 
Silex-brewed coffee! 


THE PROCTOR-SILEX CORPORATION 


Restaurant Equipment Division 
6147 West 65th Street, Chicago 38, 


Ilinois 


| Dr. John Nair, left, former assistant director of research, and now a 


COFFEE TEA 


| consultant for Thomas J. Lipton, accepts the congratulations of 

| Fisher Gaffin, chairman of the New York Section of the American 
Chemical Society. The drink, an iced-tea number called ‘Chemists 
Delight". The occasion, Nair's appointment as president-elect of 
the Society. The place, Lipton's hospitality booth at the recent 
Chemical Exposition in New York. 


Lipton serves “Chemist's 


Delight” at exposition 

The formula CD = 2 qLT (c) + 1, Cqs + 6 ocle (f) 
+1 taf, developed by the Lipton Experimental Kitchens 
at Thomas J. Lipton, was served at the Chemical Expo- 


| sition last month, 


How does such a complicated formula taste? Great, said 
those who tried it and went back for more. According 
to Dorothy Ebbott, supervisor of Lipton’s kitchens, and 
Dr. Roy Morse, Lipton’s director of research, the cool 
drink named “Chemist's Delight’’ is just right for what 
ails you. It is prepared as follows; two quarts of strong 
tea (the originators specified Liptons naturally); 1, cup 
of grenadine syrup; 1/6 ounce can lemon concentrate; 
1 teaspoon almond flavoring. The recipe is contained 
in the new booklet Lipton has just published entitled 
"33 New Tea Drinks.’ The booklet is being offered 
to consumers mailing a Lipton tea box top to the com- 
pany’s St. Paul, Minnesota address. 


Tea still ranks first with 
Canadians, association finds 


A cup of tea is still the favorite beverage of most Can- 
adians. During the past year Canadians spent more than 
$50 million on nearly 12 billion cups of tea. But the 
average cost worked out at less than half-a-cent a cup, 
making tea the world’s cheapest drink next to water. 

These are some of the facts revealed in this year’s 
annual report of the Tea Council of Canada, presented 
at the Council’s annual meeting last month. 

The report shows that during the past year Canadians 
drank more than three cups of tea to two of any other 
hot beverage. Total gallon consumption was three times 
that of soft drinks. 

During the same period there was an increase of 
| 2.4% in tea blended and packed in Canada and imports 
| were up by about the same amount. Since more than 
| 90% of Canada’s tea is supplied by India and Ceylon, 
| says the report, tea plays a major role in Canada’s partici- 
| pation in Commonwealth trade. 
| India’s annual sales of $12 million in tea to Canada 
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represent two-fifths of its total exports to this country 
and Ceylon’s sales of $10 million are equal to about 
two-thirds of all its exports to Canada. These facts under- 
line the dependence of these two major partners in the 
Commonwealth on tea as major dollar earners. 

A spectacular rise in the popularity of the tea-bag has 
been a major reason for the increase in Canadian tea 
consumption, reports the Tea Council. In 1951 tea bags 
accounted for only one-quarter of total sales. Last year 
tea bags obtained 69% of the total market, and in metro- 
politan areas cornered an estimated 85%. 


McKiernan urges support for 


coffee producers at Canadian meet 


The coffee industries of Canada and the United States 
should give their fullest moral support to the troubled 
producing areas of Latin America and Africa, John F. 
McKiernan, President of the National Coffee Association 
of the U. S. A., told the Tea and Coffee Association's 
13th annual convention, late last month. 

Pointing out that coffee is the principal commodity 
in many of the republics and areas now plagued with 
economic or political unrest, the Association head called 
upon trade leaders to sympathize with whatever “reason- 
able means” the growers employ to solve their problems. 

In his address before the opening session of the asso- 
ciation, at Montebello, Quebec, McKiernan acknowledged 
that the export quotas of the International Coffee 
Agreement had given at least temporary stability to the 
market. But he urged that more action be taken by the 


producers to regulate production so that present surpluses 
of green coffee will not continue to grow. 

The spokesman for the U. S. coffee industry noted 
that per capita consumption in Canada had risen by more 
than one full pound during the past four years. He sug- 
gested that the best opportunities for further expansion 
of consumption were in the direction of vending ma- 
chines and coffee break sales, together with concentrated 
efforts to promote coffee-drinking by teen-agers and to 
educate consumers to brew a fuller-bodied beverage. Suc- 
cess in the latter campaign, he observed, could increase 
annual Canadian coffee sales by more than 32,000,000 
pounds. 


A new instant coffee arrives 
from the Caribbean 


There’s a new instant coffee ready for distribution in 
the United States. It’s being produced on the Island of 
Jamaica, by the grower’s of Blue Mountain coffee, The 
Coffee Company of Jamaica, Ltd. While the Blue Moun- 
tain variety is already well known to coffeemen, and 
gourmets, in this country, the new 100 percent Jamaican 
instant, has heretofore not been available in the United 
States. The Coffee Company of Jamaica, Ltd., a group 
founded by four of the island’s leading coffee roasters, 
indicates that the new instant has already achieved a wide 
degree of success and acceptance in Jamaica itself. Palan- 
wick Associates, of New York, have been named as 
exclusive representatives for the product in the United 
States. 


Tea Blending Machines 

Dust Separation Equipment 
Tea Sifting Machinery 

Tea Conveying and Silo Cars 
Tea Conveying Belts 

Etc. 


Other Equipment for the 


ULBECO, INCORPORATED 


TEA PROCESSING EQUIPMENT 


Special Cutting Machines for Roots, Drugs and Herbs 
Pharmaceutical 


Maschinenfabrik und Eisengiesserei A. HEINEN, GmbH, Varel 


Represented in the U.S.A. and Canada by 
— 484 State Highway 17 — 


Industry 


i.O.—Germany 


Paramus, N. J. 
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“We were 


taking the plan 
for granted” 


more, every payday.” 


Power. 


“You know, Ed, it’s so easy to take these things for granted. 
I knew we'd put in the Payroll Savings Plan a long time 
ago. So I just assumed we had a good, sizable number of our 
employees who were buying U.S. Savings Bonds regularly. 

“Well, last week. our chairman asked me for the exact 
figures. When I checked up | found we had less than a 
third of our people making regular use of the Plan. We 
needed to have someone explain—in person—the conven- 
ience and soundness of this fine thrift program, 

“I contacted our State Savings Bonds Director right 
away. With his quick, friendly help we set up a thorough 
canvass of everybody on the staff. We found that many of 
our company family were just waiting to have someone tell 
them how simple it is to share in this sound, systematic 
thrift plan. Then the polite suggestion, ‘And why not start 
now?’ really did the work. Today we have a participation 
we're proud of, and we're taking steps to increase it still 


Experience of leading companies shows that spreading 
Payroll Savings information through the organization, per- 
son-to-person, results in quick increases in participation. 
And that brings such welcome benefits as lower employee 

g ploy 
turnover, better safety records and the keen satisfaction of 
helping your people to contribute to our Nations Peace 


COFFEE AND TEA INDUSTRIES 


THE U. S. GOVERNMENT DOES NOT PAY FOR THIS ADVERTISEMENT. THE TREASURY DEPARTMENT THANKS, FOR THEIR PATRIOTISM, THE ADVERTISING COUNCIL AND THE DONOR ABOVE, 
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New impact planned for 


Canadian coffee advertising 


Announcement has been made by the Pan-American 
Coffee Bureau of an expanded Canadian advertising pro- 
gram. Charles J. Lindsey, manager of the Bureau, and 
Maurice Brisebois, vice-president of Vickers and Benson, 
Ltd., the Bureau's advertising agency, announced the plans 
September 27. 

The new campaign is to be based on consumer studies 
made earlier this year. It will consist of a series of seven 
full-page advertisements in color to appear in each of five 
weekend papers from now through May of 1961. The 
publications, two English and three French language, are 
the Star Weekly, Weekend Magazine, La Patrie, La Presse, 
and Perspectives. 

Continuity theme of the advertising is based on the fact 
that ‘Coffee Makes All the Difference’, for a real meal, at 
snack-time, for entertaining, or during a work break. Each 
will carry with it simple instructions on how to brew good 
coffee every time it is made. 

The program will be supplemented by the Bureau's well 
established coffee-for-safety campaign during the Christmas 
and New Year holiday season. The latter will appear in 


74 newspapers covering 62 markets. 


“General Outdoor 


With the holidays fast drawing near there'll be a resurgence in 
the type of advertising shown above. Typical is the Pan-American 
campaign described in the story at the left. 


Scull Company takes control 
of Levering Coffee 


Announcement has been made of the consolidation of 
the Levering Coffee Co., of Baltimore into the William 
S. Scull Company of Camden, N. J. Levering products 
which include Lord Calvert Coffee and Vesper products 
will continue to be sold as usual, and plans have been 
made to open new Levering headquarters in North Caro- 
lina. Directing operations for both firms is Laurence 


Killgore, general manager of Scull, whose company pro- 
duces and markets Boscul brand teas and coffee. 


Our second quarter-century 


L. NEUGASS & CO., INC. 


135 Front Street, New York 5, N. Y. 


COFFEE IMPORTERS 


Direct Connections with Producing Countries 


Members: NEW YORK COFFEE AND SUGAR EXCHANGE, INC. 
GREEN COFFEE ASSOCIATION OF N.Y.C., INC. 
NATIONAL COFFEE ASSOCIATION OF U.S.A. 
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HOT OR ICED 


S. A. SCHONBRUNN & CO., INC. 
Grand and Ruby Avenue ¢ Palisades Park, N. J. 
New York Office: 106 Front St., N. Y. 5, N. Y. 


COFFEES BUILD 
FOR THE FUTURE 


IMPORTERS OF fine COFFEES 


GLORIA SUPERIOR® 


LEON TAFFAE CO., INC. 
106 FRONT ST., NEW YORK 5, N. Y. — DI 4-8151 


MEMBER New York Coffee & Sugar Exchange, Inc. 


COPCEGG: 


| Coffee Brewing Institute initiates 
“sales through service” training course 


| A practical, down-to-earth training course, stressing 
the latest coffee brewing and beverage evaluation tech- 
niques, will be launched by The Coffee Brewing Institute, 
_Inc., in November, according to E. G. Laughery, president. 
| Known as Salesmanship Through Service, the first ses- 
sions of the course, which is open to all members of the 
_ coffee trade and allied industries, will be held in the newly 
_ constructed coffee brewing workshop at the Institute head- 
quarters in New York. The classroom is probably the 
'most completely appointed coffee brewing training center 
in the world, boasting over $20 thousand of the most 
modern coffee makers, all of which have been loaned to 
the CBI by leading equipment manufacturers. 
| The curriculum adopted is designed to assist sales per- 
' sonnel, public feeders, and equipment people in their 
| day-to-day business activities by on the spot training which 
will involve learning by doing. Subjects to be covered 
will include modern brewing techniques, beverage evalu- 
| ation, equipment maintenance and cleaning, how to handle 


Tea-time for the 
“striped-suit set" .. . 


Britain’s Home Secretary has announced that that 
country’s prison inmates have won a personal battle. 
For years prisoners have asked that they be allowed 
to serve visitors tea. Hereafter they have the ‘green 
light” in this respect. 


customer complaints, merchandising and promotion, water 
| problems, and home brewing. 

The course will run four full days, sessions starting at 

| 9:30 a.m., and ending at 5:00 p.m., with a one hour break 

for lunch. Classes will be limited to a minimum of four 
and a maximum of six. Representatives of only one com- 
pany at a time may participate, though exceptions will be 
made for applicants in non-competetive companies to en- 
roll for the same period. 

Each person participating in the course will be required 
to provide two pounds of roasted bean coffee and 15 
pounds of ground coffee, 12 pounds of which should be 
suitable for urn use, and three pounds for vacuum makers. 
These supplies are to be shipped, prepaid, to The Coffee 
Brewing Institute. 

Participants will be provided with material which they 
can later use in the field. Included will be catalogues and 
operating manuals of the equipment used during the 
course; equipment performance data and information 
sheets; a coffee brewing manual covering the work done 
in classes; a complete set of CBI publications, and samples 
of CBI promotional material. 

Upon completing the course each man will be awarded 

_a diploma and wallet card attesting to his proficiency in 
_ coffee brewing. 

| Commenting on the course, Mr. Laughery said: ‘This 
effort is a distillation of our experience and study over 
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the years. It embodies principles and methods that have 
been successfully tried and proven in the market place. 
Its essence is practicality—supplying the man who sells 
with information and tools which are simple to implement 
and highly effective as prestige and good-will builders 
among his customers and the ultimate consumer. Above 
all, it is a business builder, a fact borne out by those 
who took the pilot courses conducted by the CBI as 
forerunners of the formalized sessions which are to get 
under way.” 


New automatic machine for 
pliofilm lined bags announced 


The Fr. Hesser Co., of Stuttgart, Germany has an- 
nounced the development of what 1s described as the 
first new, fully automatic machine on which pliofilm 
lined coffee bags are formed, filled, and closed. The unit 
now in operation in a Canadian coffee company. 

Described technically the machine utilizes both plio- 
film and outer wrapper fed from reels, with the pliofilm 
inner liner being formed around a mandrel, longseam 
and bottom finsealed, and the outer paper then glued 
around the inner package to produce a water-and-airtight 
package. The package is there-after fed to an automatic 
precision weigher, vibrated, and closed on a closing 
wheel. 

The company claims that the machine will make, fill 
and close coffee bags at a speed of approximately 60 
bags per minute. An alternate use is described for heat- 


sealing and gluesealing individual liner materials as neces- 
sary. 


“Act of Bogota” adopted by 
Conference of the Americas 


The Economic Conference of the America’s last month 
adopted a resolution, the “Act of Bogota,” containing 
points of interest to the coffee trade. Recommendations, 
under the heading of measures for economic development 
included the following: 

(1) “That attention be given expansion of long term 
lending, particularly in view of the instability of ex- 
change earnings of countries exporting primary products, 
and (in view) of the unfavorable effect of the excessive 
accumulation of short and medium-term debt and orderly 
economic development. 

(2) “That urgent attention be given to effective and 
practical ways, appropriate to each commodity (sic: 
coffee) to deal with the problem of instability of ex- 
change earnings of countries heavily dependent on ex- 
portation of primary products. 

Thomas Mann, VU, S. Assistant Secretary of State for 
Inter-American Affairs voiced the thought that the prob- 
lem might best be studied by committees composed of 
producing and consuming countries. Referring to coffee 
he stated that no plan should be elaborated on without 
participation of African producers and European con- 
sumer groups. 
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Agents for reliable Shippers in 
Producing Countries 


Specializing in 
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Byrne, Delay & Co. 


Cable Address: 
“VICAFE" 


104 Front Street 
New York 5, N. Y. 


302 Magazine St. 
New Orleans 12, La. 


More on Nationa! Coffee Association's 


HOEGH LINES 


LEIF HOEGH & CO. A’S OSLO 


REGULAR SERVICE 


from 
SINGAPORE, PORT SWETTENHAM, BELAWAN, 
PENANG, COLOMBO, MALABAR and 
WEST COAST OF INDIA 
to 
EAST CANADA, U. S. NORTH ATLANTIC 
and U. S. GULF PORTS 


STEAMSHIP COMPANY, INC. 
General Agents 

Clegg Bidg., 51 Broad Street, New York 4, N. Y. 
Telephone: WHitehall 4-4450 


COFFEE TEA 


report on the status of “synthetic coffee” 


Last month Coffee and Tea Industries ran a news 
item on the National Coffee Association’s recently pub- 
lished report on synthetic coffee. Because the original 
release came at a time when that particular issue was 
on its way to press only a brief synopsis of the report's 
findings was possible. Here, for the benefit of our read- 
ers a more inclusive coverage of this important subject 
as contained in the NCA study. 

Briefly stated the findings of Dr. Samuel Lee in the 
report indicated the following objectives in the search 
for synthetic coffee, (a) a total synthetic coffee beverage, 
equal in all its attributes to a natural cup of coffee, 
and (b) a synthetic coffee aroma which can be used to 
enhance or replace natural coffee flavor. 

The conclusions of the report pointed up the tollow- 
ing as regards synthetic coffees; first, that enormous 
difficulties would be encountered in obtaining all com- 
ponents at 100 percent purity and free from foreign 
flavor. Second, that the analysis of flavor mixtures gives 
no indication of order of mixing which can exhibit sig- 
nificant effect upon final flavor. Third, that free radi- 
cal components of coffee flavor are a long way from be- 
ing commercially available. Four, that procedures for 
retention and stabilization of fugitive components of cof- 
fee have yet to be discovered. Last, that sound evidence 
of complete freedom from any possibility of toxic mani- 
festations will be required of all components of synthetic 
coffee individually and in combination before it will be 
legally permitted. Summing up, Dr. Lee concluded that 
in view of all these factors it may safely be stated 
that synthetic coffee will not appear on the American 
scene during this decade and probably not even during 
this century. 

Entirely aside from the legal aspects of synthetic coft- 
fee, Dr. Lee's report pointed out that the problems of 
creating such a product could be divided into two phases; 
the synthesis of non-volatile components, and the syn- 
thesis of volatile aroma. In the first respect he states that 
non-volatile coffee components comprise over 99 percent 
of the coffee extractives in a cup of beverage and are 
responsible for most of the flavor (as distinct from 
aroma) and physiological effect of coffee. The brochure 
goes on to elaborate on the fact that with the exception 
of caffeine very little chemical analysis has been per- 
formed on this portion of coffee. 

Difficulties involved in the duplication of natural 
coffee aroma are described as monumental and apparent 
only to highly skilled chemists. In a hypothetical descrip- 
tion Lee suggests the number of components as having 
been set at 100. After the quantity of each component 
has been determined the chemist must then assemble his 
100 ingredients to duplicate the original. All of these in- 
gredients would, of necessity, have to be 100 percent 
pure, and free from foreign flavors to avoid throwing 
the coffee flavor off. Next would come the almost in- 
surmountable procedure of mixing components with 
literally millions of different mixing procedures and 


_ possible results. 
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Automatic Merchandising Association 
girds for 14th Annual Convention 


The National Automatic Merchandising Association 1s 
readying itself for its upcoming 14th annual convention- 
exhibit late this month. The affair is being held at 
Miami Beach, Fla., October 28 to November 4th. 

In keeping with the increasing importance of vending 
machines and vended products the exhibit to be held as 
part of the convention will be the largest showing of 
this type of material ever to have been assembled. The 
giant show will occupy almost 100,000 square feet of 
floor area at the new Miami Beach Convention Hall. 
The exhibit space thus far sold exceeds that in last year's 
record-breaking Chicago show by almost 40 percent, ac- 
cording to Berton Steir, convention chairman. 

Improved models of both hot and refrigerated drink 
venders will be on display as well as machines that will 
dispense both items from a single unit. Other new ap- 
plications of vending equipment expected to be shown in- 
clude refined currency and coin-changing devices, and 
drink machines that serve drinks with chipped ice, or 
ice cubes. The number of new and improved coffee 
venders that fresh-brew a single cup of coffee at a time 
within seconds after a coin is inserted are expected to 
increase over previous year’s shows. Convention officials 
also state that innovations may be expected in plastic and 


paper cups suitable for coffee vending operations, 


AMERICA’S DEPENDABLE 


THE GREAT ATLANTIC & PACIFIC TEA CO., INC. 
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Decade of growth for the 
packaging field forecast 


A further decade of growth for the packaging field 
was forecast last month by the president of the American 
Can Company, Roy J. Sund. Sund made his prediction 
in a speech before the members of the Dixie Cup Engin- 
cering Association. The meeting is the first of eight 
scheduled to be held during the 1960-61 season by the 
engineering group. 

“In the next five years,” he told the Dixie Cup organi- 
zation, ‘all divisions of American Can will put increased 
emphasis into research.” Mr. Sund saw a greater demand 
in the future for convenience packages that save time and 
effort. Not only will these packages-of-the-future be 
easier to open and close, he said, they will be easier to 
store and handle; much lighter in weight, and they will 
have more “built-in-sell.”’ 

The changing demands for different types of pack- 
ages and containers in the coming decade came in for 
only part of Mr. Sund’s comments. He pointed out also 
that new materials will have been developed, and new 
markets opened up. If present trends continue, Mr. 
Sund estimates, per capita use of packaging should rise 
about 20 percent by the year 1970. One third of Ameri- 
can Can’s production is now devoted to paper and paper 
products. Economists presently estimate that there will 
be a 50 percent increase in this type of container in the 
next five years. Special treatments, coatings and lamin- 
ations currently being developed, when combined with 
paper, will become increasingly important, Sund_ believes. 
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Members: 
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GREEN COFFEE ASSN. OF N.Y.C. 

N.Y. COFFEE AND SUGAR EXCHANGE 
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Canavati: “serious consequences in 
Latin America if prices sag further” 


Jorge Canavati, commercial attache of Mexico in Canada, 
warned members of the Tea and Coffee Association of 
Canada that ‘‘a further drop in coffee prices would have 
serious economic, social and political consequences in many 
Latin American producing countries. Canavati's remarks 
took place, last month, at the annual convention of the 
association held at Montebello, Quebec. 

Canavati, who also represents the Mexican Coffee In- 
stitute in the United States, and is on the executive com- 
mittee of the Pan American Coffee Bureau, noted that the 
downward trend in coffee prices in the late 1950's had 
been checked by cooperation of the producing countries in 
1958 and 1959 through the International Coffee Agree- 
ment which became effective October 1, will assist materially 


| in balancing the world coffee supply and demand situation. 


Canavati further pointed out that a drop of only one cent 
per pound in the price of coffee means an annual saving 


| of 33-cents to the average family. But, he noted, it is a 


loss of millions of dollars to the producing countries who 
in turn would have used this money to buy heavy equip- 
ment, and manufactured articles, from Canada and the 
United States. He added that in addition to the loss of 
revenue to the coffee producing countries because of lower 
prices, the wholesale price index of capital goods in both 
the United States and Canada had increased in the past 
five years. This factor too has helped to compound the 


| effect of lower prices of coffee, 


While a cup of coffee has become a way of life in the 
United States, it is a matter of economic life and death to 
the Latin American countries, Canavati indicated. He said 
that six out of fifteen Latin American countries receive 
between 50 and 80 percent of their total export earnings 
from coffee, and that another five receive from 10 to 34 
percent. He quoted Dr, Milton Eisenhower's report on 
Latin America to President Eisenhower: “production is 
growing at an annual rate of five percent but consumption 
is increasing only two or three percent a year. Hence low 
coffee prices now deemed by Latin America to be too low 
are further threatened. In one country a one cent drop in 
the price of coffee causes a loss of $8-million in export 
earnings. This is catastrophic to countries with a high debt 
and low income.” 

Summing up, Canavati who is secretary-treasurer of the 
ICA Promotion Committee, expressed confidence that the 
more than $7,500,000 promotional campaign in the United 


| States, Canada, and Europe, will increase the overall demand 


for coffee. He asked his audience to hold out for an “old 
fashioned” cup of coffee. And, he explained that ten years 
ago the average housewife in the United States got 46 cups 
per pound of coffee. Today that figure has dropped to 62 
cups; in Canada, the average cup yield today is 72 cups 
per pound. He pointed out that this alone kept the pro- 
ducing countries from selling annually an additional four 
million bags of coffee in the United States, and 300,000 
bags in Canada. 
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YOU ARE READING THE 
LEADING PUBLICATION 


IN THE 
COFFEE AND TEA FIELD... 


There have been changes in the format 
of COFFEE AND TEA INDUSTRIES in 
the last two months. These changes are 
just the beginning. In the future you'll 
find more and more in the way of editorial 
features which are important to you. 
They will be rounded out with news ma- 


terial written to keep you posted on the 


fast moving coffee and tea industry. 


WITH THIS IN MIND... 


are you certain that key personnel in your 
organization will have copies of Coffee 
and Tea Industries for their own use. If 
these men can save you time and effort 
by using the information contained in this 
magazine (it’s our bet that they can) 
then you have saved money by subscrib- 


ing in their name. Why not do it now? 


FILL OUT THE COUPON BELOW. WE WILL BILL 
YOU LATER IF YOU PREFER... 


COFFEE AND TEA INDUSTRIES | 
106 WATER STREET, NEW YORK 5, N. Y. | 


NAME 


ADDRESS 


STATE 


1 Yr. $5.00 [] 2 Yr. $8.00 3 Yr. $10.00 | 


Chock-Full O’Nuts plans 
61 entry into instants 


Chock-Full Nuts Corporation has announced its 
intention to enter the instant coffee field sometime early 
in 1961. Like the company’s regular blend, the new 
product is slated to be a premium blend, and will retail 
at slightly higher prices than other instants currently 
on the market. 

William Black, president of the company indicates 
that the new product has been under intensive research 
for a period of more than three years. He stated that, 
“we believe that this product will be the very finest in- 
stant coffee so far produced.” Negotiations are currently 
in progress by the concern to purchase an existing instant 
plant to produce the product. The new brand will be sold 
in the 17 states and parts of Canada where the regular 
coffee is now being marketed, 

Chock Full O’ Nuts’ entry into the retail coffee field 
was initiated in 1953. The new instant will represent the 
third major expansion this year into a new field. Pre- 
viously it had announced marketing of its wholewheat 
doughnuts in frozen form, and plans for the opening of 
a chain of highway diners. 


COFFEE & TEA INDUSTRIES and The 


TRADE CALENDER 


October 9-12 
Tea Ass'n. of the U.S.A., Inc. 
Diplomat Hotel 
Hollywood, Fla. 


October 29—Nov 1 

National Automatic Merchandising Assoc., 
Convention Hall, 

Miami Beach, Fla. 


October 31—Nov. 2 

22nd Packaging Institute Forum 
Statler-Hilton Hotel 

New York, N. Y. 


Nov. 1-3 

Point-of-Purchase 
Institute Exhibit, 
New York Coliseum, 
New York, N. Y. 


January 16, 17, 18, 19, 1961 
National Coffee Association 
Boca Raton Hotel 

Boca Raton, Fla. 


January 12-15 

Association of Institutional Distributors 
Galt Ocean Mile Hotel 

Fort Lauderdale, Fla. 


January 29 - Feb. 1 
Super Market Institute 
Americana Hotel 
Miami Beach, Fla. 
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Maritime Board and Farrell 
Lines sign African-ship pact 


The Federal Maritime Board and Farrell Lines late 
last month signed a contract for the construction of six 
ships to be used in United States-African shipping routes. 
The contract calls for the expenditure of $62,722,226 to 
be used in construction of the six new cargo ships. 


The contract was hailed by representatives of both the 
board and the steamship line as a concrete expression of 
confidence by the government and the United States 
shippers in the future of the American-African trade. 

Specifications for the ships call for vessels of 572-foot 
length, with speed capability of twenty knots. This would 
make the ships the fastest, and longest cargo vessels in 
the American-African trade, and the largest carriers to 
have yet been built under a Government construction 
subsidy. The ships are slated to replace those currently 
being used by Farrell Lines on the African run, and rep- 
resent the initial step in a $179-million replacement pro- 
gram initiated by the company. All of the ships are 
being constructed by Ingalls Shipbuilding Corporation, 
in Mississippi and are scheduled for completion over a 
period of two years. 

James A. Farrell, Jr., president of the shipping com- 
pany indicated that, because of their greater speed, the 
new ships would provide “faster and better service’ to 


Africa and cut four days from the eighteen-day voyage 


to the Cape of Good Hope. 

Special features of the vessels which are of interest 
to the coffee trade will include dehumidifying equip- 
ment and other control systems to provide for “special 
care” cargoes; i.e.: coffee, cocoa, and spices. For faster 
loading and discharge, the ships will have seven quick- 
access hatches, hydraulically operated at all three deck 
levels. 


Containerization stressed at 
cargo handling symposium 


Three authorities in the field of freight transportation 
have stressed the need for “containerization” in cargo 
handling. Their remarks were made at the recently 
held Cargo Handling Exposition in New York. 

A key speaker, Waldemar Isbrandtsen, of the Isbrandt- 
sen Line, stated that “if this country is ever to regain its 
position in international trade a way must be found to 
eliminate multiple handling of cargo, and to cut down 
the time vessels spend in port.’ Containerization was said 
to be the answer to the problem since it would enable 
importers to move their products in standard size con- 
tainers that would be adaptable to truck, flatcars, and 
ships for inward transportation to points throughout the 
country. Recommended was a container eight feet high, 
eight feet wide, and of a maximum length of 40 feet, with 
length variations ranging from 10 to 30 feet overall. 
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MOORE-McCORMACK 
Lites. 


AMERICAN FLAG SHIPS 


Freight & Passenger Service 


REGULAR SAILINGS BETWEEN: 


East Coast United States and Canadian ports and 
TRINIDAD e¢ BARBADOS e BRASIL 
URUGUAY e ARGENTINA 
West Coast United States and Canadian ports and 
CANAL ZONE ¢ COLOMBIA 
VENEZUELA e TRINIDAD e BRASIL 
URUGUAY e ARGENTINA 
United States East Coast ports to 
Ports of South and East Africa and 
the Indian Ocean Islands 
Tel.: Digby 4-5000 


TWO BROADWAY NEW YORK 4, N. Y. 
Offices in Principal Cities of the World 


Details Make 


the Difference 


Most of our clients, like yourself, have learned 
to take for granted the unique habit we have 
of keeping you posted on what is going on with 
your shipments-arrivals, delays, late arrivals of 
vessels, changes in scheduled routing, rates, regu- 
lations, papers, and myriad other details of for- 
warding. 


You take these details for granted, but we don’t. 
Our personnel is trained to take nothing for 
granted. They are taught that each seemingly 
little detail is as important as the whole. 


That is why our customers are not afraid to 
recommend us to others even for first time jobs 
that are fraught with difficulties. 


S. JACKSON: & SON, Inc. 


Shipping Representatives Since 1902 _ 
P. O. Box 137, New Orleans 3, La. — 


Every needed facility—plus common sense! 
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TEA’S MERCHANDISING 
PROGRAM GEARS FOR 
FALL AND WINTER SALES 


e There's a worthwhile package of merchandising 
aids to be made available to the trade by the Tea Council 
this coming fall. That’s the report of H. L. Suttle, vice 
president of Lipton, and chairman of the Council's mer- 
chandising committee. 

Specially designed point-of-sale material calculated to 
assist tea in its continuing popularity climb will include 
the following: 


e In the grocery field, a giant motor driven battery 
operated Teapot spectacular will head the list of mer- 
chandising aids. Standing 8-feet high, the unit features 
an enormous, brilliant red teapot that shouts the nation- 
ally famous “Take Tea and See’ message on one side with 
a tea brand imprint on the other. Occupying less than 2 
square feet of space at the base the unit is engineered 
so that it can be packed with mountains of tea packages, 
as space permits. 


e Pioneering a first in the food field, the Council 
will also make available a laminated plastic mat with a 
special adhesive backing. It is designed to be used on the 
floor at both ends of the tea department as a constant 
reminder to busy shoppers to "Take Tea and See.”’ Post- 
ers will also be available for over-the-wire use in special 
displays, or in the tea department. All of the Council 
material is available to all contributing packers, but only 
restaurant material is available, at cost, to non-contribut- 
ing packers. 


e In the restaurant field, the tea industry still finds it- 
self confronted with convincing restaurateurs of the high 
profit and demand found in tea today. Recognizing this 
condition the Council will make available easy to follow 
recipe cards. In addition table tents, menu tip-ons, and 
back bar strips will be available. 


International ‘Tea-Party” planned 
by Tea Council and Seventeen” magazine. 


Tieing in with the current effort being made to 
woo the youth-market to the fact that tea is a de- 
licious drink and should be high on their list of ac- 
cepted beverages, there's an “International Tea Party” 
being planned for this Fall. As the party presently 
shapes up, The Tea Council, in conjunction with 
“Seventeen” magazine, will invite high school age 
children of the foreign consuls in New York, and 
high school newspaper editors, to an affair to be 
held at New York's Tea Center. There'll be music, 
and of course, tea, and the hopes aré that the affair 
will make Tea Dances, and tea drinking, attractive 
to school editors who will then influence their 
contemporaries. The attendent newspaper publicity 
may also influence adult Tea Dances at hotels. 
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New York’s first vending show 


makes friends for LaTouraine 


Approximately 1,000 persons attended the LaTouraine 
Coffee Vending Show last month. The event was the 
first such event ever to have been held in the New York 
City area. The two-day activity, held at the company’s 
plant, was attended by operators and other experts in the 
vending field and featured a varied display of the latest 
equipment, and advances in coffee vending machinery. 

The purpose of the show, according to R. S. Morse, 
vice president of the company, was to inform area 
people of the most recent developments in vending, and 
to discuss quality and brew control, taxes, legislation, 
financing and other pertinent topics. On hand to dis- 
course on the correct methods of brewing coffee were the 
industry's old friends, Dr. Ernest E. Lockhart, scientific 
director of the Coffee Brewing Institute, and John Jur- 
gans, field director of that organization. 

Exhibitors in the field of vending equipment repre- 
sented at the LaTouraine show included the following: 
Apco, Inc.; Avenco, Bally Vending Corp.; Bar-Vend; 
Coffee-Mat Corp.; Demay Corp.; Cole; Rudd-Melikian; 
Continental Vending Machine; Fred Heble Corp.; Rowe; 
Schroeder, Seeburg; Vendo; Perk-O-Fresh; and Perk-Ette, 
Inc. 

Commenting on the show Mr. Morse said, “We at La- 
Touraine consider coffee vending the fastest growing 
segment of our industry. In our opinion, the excellent 
quality of fresh brew coffee is indicative of the recent 
extensive advances being made in technology and vending 
machines.” 


Negro market increasingly 
important in food sales 


The American Negro market has become increasingly 
important to the food manufacturer. It is occasioned by 
the fact that this segment of the population is increasing 
approximately 57 percent faster than the combined aver- 
age for all other groups. Those are the opinions of Dr. 
Frank G. Davis, research director of Johnson Publishing 
Co., who last month delivered a lecture on the subject 
to the members of the Marketing Executive’s Club of 
New York. 

The Negro market, Davis stated, demands quality and 
is willing to pay for it. It is also particularly brand con- 
scious, he indicated, probably because of the feeling that 
there is a need to win prestige through conspicuous con- 
sumption, and a remembrance of the time when retailers 
attemped to push shoddy merchandise to this segment 
of the population. 

Dr. Davis’ studies indicated that Negro family groups 
in the income area ranging from $4-thousand, and up, 
were consumers of coffee in 70.6 percent of the families 
queried in his surveys of the market. The same white in- 
come groups were shown to use coffee in 93.4 percent of 
the cases surveyed. Tea usage in the same income cate- 
gory showed that 38.2 percent of Negro families used this 
beverage, for a total of .28 pounds per week per family. 

The total American Negro market is placed at 19- 
million persons with a gross income of over $19-billion. 
At least 75 percent of this total live in cities of 50,000 or 
more, and 50 percent, in cities of 250,000 or more. 


GREEN AND ROASTED 
COFFEE AIRVEYING 
SYSTEMS 


Breakage Guaranteed not to exceed 1% by “Picking 
test” on Green or Roasted Coffee. 


Available in various hourly capacities from 2600 to 
25,000 Ibs./hour. 


Investigate the modest cost of a PROBAT Airveying 
System especially designed for your plant! 


PROBAT Airveying Systems throughout the world are 
handling millions of pounds every day. 


EMMERICHER MASCHINENFABRIK 


EMMERICH/GERMANY 


PROBA 


JOHN SHEFFMAN, INC. 
152 West 42nd St., New York 36, N. Y. 


Telephone Wisconsin 7-5649 
USA and Canada Representatives for 


Phone: 1651 


Cable: Maschinenfabrik 
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The Product Picture 


The literature listed below contains specialized 
information of interest to the readers of COFFEE 
AND TEA INDUSTRIES, It is available simply by 
filling out the coupon at the bottom of the page. 


BULK MATERIAL HANDLING 

Tote System, Inc., has issued a 32-page booklet 
covering bulk handling problems, and their solu- 
tion. Catalog +8 details the Tote System with ex- 
planations of filling, storing, shipping, automating 
Tote Bins in almost any given plant situation. 
Companies handling soluble coffee using the system 
include J. A. Folger, Hills Brothers, and General 
Foods, among others. Photos and diagrams, show 
the system in operation, and contain a form for esti- 
mating costs versus savings in any given plant situa- 


tion 


ESPRESSO COFFEE MACHINES 

The La Cimbali Co., of Milan, Italy, has issued a 
new and authoritative brochure detailing the com- 
pany'’s complete line of “cafe espresso” machines. 
Describing itself as the world’s largest producers 
of espresso coffee makers, the company produces 
units ranging from nine pints to large hotel units 
with capacities of 52 pints. The brochure illustrates 
all units in production and provides technical details 


on features and operation. 


PACKAGE INSERT FOLDER 

Super Speed, Inc., has announced a newly mass 
produced machine for automatically folding small 
package inserts. The machine is described as capa- 
ble of turning out hundreds of inserts per minute, 
each one folded as many as eight times to the 
thumbnail size of 9/16 of an inch. Produced in 
West Germany its operation is described as being 
revolutionary in terms of operation, and its adapta- 
bility for industries utilizing package inserts in their 
product. Details are available on specific applica- 


tions for the machine. 


COFFEE AND TEA INDUSTRIES OCT. 
106 Water St., New York 5, N. Y. 
Please send me the following booklets: 

on 20) 


| International Coffee Agreement 
announces new quotas for members 


The 28-nation, International Coffee Agreement, last 
month announced a quarterly export for the October-De- 
cember period of 9,414,000 bags. The producing coun- 
try's signatory to the group include the United Kingdom's 
Kenya, Tanganyika, and Uganda. Announcement was 
made at the same time, by Sergio Armandao Frazao, 
newly elected chairman of the agreement's board of di- 
rectors, that total export for the member nations might 
reasonably be expected to reach an approximate 36.5 
million bags by the end of the present agreement in 
1961, 

Total quotas for the first six months of the agreement 
have been set for 18,815,000 bags. The new estimates 
for total exports is set at a figure which represents only a 
slight upward figure over last year’s total of 33.9 million. 
This total did not include the exports of the United 
Kingdom's three territories which recently joined the 
group. 

The signing of the agreement by the three African 
nations will, according to Mr. Frazao, greatly strengthen 
the agreement. It is expected that it will also open the 
way to implementation of a long-term agreement next 
year. Consideration of such an agreement is expected 
to be tackled by the board of directors in February, 1961. 
This date is predicted at the time when ICA's coffee 
study group has completed its current project of what 
to do about coffee surpluses. 

Four major producing countries remain holdouts to 
membership to the International Coffee Agreement. They 
are the Congo, (1.2 million bags); Ruandi Urundi (590,- 
000 bags); and Ethiopia and Indonesia (170,000). The 
Agreement presently controls a total estimated at 93 per- 


| cent of world exportable production of coffee. 


Member countries and quotas as set up under the agree- 
ment are as follows. Figures in parenthesis indicate the 
first quarterly production: 


(Bags) 

COLOMBIA. 5,969,000 (1,490,000) 
DOMINICAN REPUBLIC. . 440,000 ( 204,000) 
ECUADOR. 445,000 ( 145,000) 
EL SAEVADOR 65s 1,355,000 ( 390,000) 

FRENCH COMMUNITY 
(nine nations) 1,010,000 ( 320,000) 
GUATEMALA) 1,249,000 ( 410,000) 
| 344,000 ( 55,000) 
408,800 ( 120,000) 
MEINEZU EGA 660,000 ( 110,000) 

UGANDA, KENYA and 
TANGANYIKA ........ 2,380,000 ( 625,000) 
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African coffee imports by the U. S. increased 1300% in the past wesipenen, . 
ten years. A substantial amount of this increased tonnage is ) a.) 
being shipped aboard Farrell Liners. Farrell is uniquely experienced ae “hy 4 


to handle your coffee and tea cargoes—from its specially 
developed loading and stowing system to scientific ventilation 


/ 
LINES 


and humidity control, to at-sea inspection by experts. You can INCORPORATED 

rely on Farrell, the only regularly scheduled line linking the 26 Beaver Street A major fleet under the American 
New York 4, N.Y Flag, developing African trade 

U. S. with all three African ocean coasts. WHitehall 4-7460 exclusively for over 35 years. 
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Ahl Trans Car—Ahimann Trans Caribbean Line 


Alcoa—Alcoa Steamship Co. 
Af-Pac—African Pacific Line 
Am-Exp—American Export Lines 
Am-Pres—American President Lines 
Am-Rep—American Republics Line 
Am-W Afr—American-West African Line 
B-Atr—Belgian African Line 
Barb-Wn—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 

Be =» W Afr—Barber-West African Line 
Baron—Baron lino Line 

BI-Dia—Black Diamond Steamship Co. 
Bl-Star—Black Star Line Ltd. 
Brodin—Brodin Line 

Carib—Caribbean Central American Line 
Col—Columbus Line 
Coldemar—Coldemar Line 
Cubamex—Cubamex Line 
Cunard—Brocklebanks’ Cunard Service 
Daido—Daido Line 

Delta—Delta Line 

Dodero—Dodero Lines 

Eld-Dem—Elder Dempster Lines 
Ell-Buck—Ellerman & Bucknell $.S. Co. 
Farrell—Farre!! Lines 

Grace—Grace Line 


Granco—Grancolombiana (New York), Inc. 
Gulf—Gulf & South American Steamship Co., Inc. 


GWA—Gulf West Africa Line 
Hellenic—Hellenic Lines Ltd. 


Ports and dates are subject to change, should exigencies require. Moreover, 


ABBREVIATIONS FOR LINES 


Hansa—Hansa Line 

Hoegh—Hoegh Lines 
Hol-Pan—Holland-Pan-American Line 
Independence—!Independence Line 
Isthmian—Isthmian Lines, Inc. 
JavPac—Java Pacific Line 

K Line—Kawasaki Kisen Kaisha, Ltd. 
Lawes—Lawes Shipping Co., Inc. 
Lloyd—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 
Mam—Mamenic Line 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 
O-M-E—Orient Mid-East Lines 
PacFar—Pacific Far East Line, Inc. 
Pac-Rep—Pacific Republics Line 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
PTL—Pacific Transport Lines, Inc. 
R Neth—Roya! Netherland Steamship Co. 
Robin—Robin Line 


Scindia—Scindia Steam Navigation Co., Ltd. 


SCross—Southern Cross Line 
Sev-Stars—Seven Stars (Africa) Line 
Swed-Am—Swedish American Line 
Torm—Torm Lines 

UFruit—United Fruit Co. 
Wes-Lar—Westfal Larsen Co. Line 
Yamashita—Yamashita Line 


A SUMMARY OF INWARD -BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


ABBREVIATIONS FOR PORTS 


At—Atlantic ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga——Galveston 
Gf—Gulf Ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
Jx—Jacksonville 
LA—Los Angeles 
Mo—Mobile 
Ml—Montreal 
NO—New Orleans 
NY—New York 
NN—Newport News 
Nf—Norfolk 
Pa—Philadelphia 
Po—Portland 
PS—Puget Sound 
Sa—Savannah 
$D—San Diego 
SF—San Francisco 
Se—Seattle 

St Jo—Saint John 
Ta—Tacoma 
Va—Vancouver 


lines may schedule sailings not shown in this schedule. 


A Partner 

of the 

Coffee Indystry 
since 1919 


TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS... FROM 
SOUTH AMERICA 


PARANAGUA, SANTOS 
RIO DE JANEIRO, VICTORIA 


Regular weekly sailings 


MISSISSIPPI SHIPPING COMPANY, INC. * NEW ORLEANS 


NEW YORK — CHICAGO 
ST. LOUIS —- HOUSTON 


AGENTS: 
RIO DE JANEIRO: DELTA LINE, INC. 
Rua Visconde Inhauma 134 
SANTOS: DELTA LINE, INC. 
Praca da Republica 87 
ABIDJAN & DOUALA 
Union Maritime at Comerciale 
LUANDA 
Hull, Blyth (Angola), Ltd. 
LOBITO & MATADI 
Agence Maritime Internationale S. A. 


ANGOLA, CAMEROONS, 
IVORY COAST, LIBERIA 
and REPUBLIC of CONGO 


) Direct regular service 


6&4 COFFEE & TEA INDUSTRIES and The Flavor Field 
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ship sailings 


LATIN AMERICA. 


BRAZIL 


Angra dos Reis 
/20 Del Oro Delta NOl11/7 Holl/1l Del Norte Delta NO11/7 Holl/11 


24 Trader ‘Nopal NO11/6 Holl1/9 Cuba Lloyd NY11/17 
26 Montevideo Stockard NY11/12 Boll1/16 Pall/18 Ball/19 Nfl1/22 Para Nopal NO11/15 Hol1/18 


Itajai Brodin Ball/10 Nfl1/10 NY11/12 Pall/14 Boll/16 Del Mundo Delta NO11/21 Holl/25 
MI11/21 Nyland Brodin Ball/22  Nfll/22  NY11/24_~ Pall/26 


Para Nopai NO11/15 Holl/18 Boll/28 Mi12/3 


Nyland Brodin Ball/22. Nfll/22 NY11/24 Pall/26 Colombia Lloyd NY11/27 
Boll1/28 Ml12/3 Del Sud Delta N0O11/23 Holl1/30 


Rio de Janeiro Stockard © NY11/28 Boll/30 Pal2/2 Bal2/3 Nf12/6 Rio de Janeiro = Stockard + NY11/28 Boll/30 Pal2/2 Bal2/3 Nfl2/6 
Folga Nopal NO11/28 Hol2/1 Folga Napal NO11/28 Hol2/1 
Del Mundo Delta NO12/5 Hol2/9 Del Mundo Delta NO12/5 Hol2/9 
Buenos Aires Stockard NY12/6 Bol2/9 Pal2/11 Bal2/13 Nfl2/14 Buenos Aires Stockard NY12/6 Bol2/9 Pal2/11 Bal2/13 Nfl2/14 


Del Viento Delta NO12/12 Hol2/16 Venezuela Lloyd NY12/7 


Santos Stockard NY12/18  Bol2/21 Pal2/23  Bal2/24 Del Viento Delta NO12/12 Hol2/16 
Nf12/28 Bolivia Lloyd N012/9 Hol2/16 


26 Hol2/30 Guatemala Lloyd NY12/16 
Del Mar Delta N0O12/14 Hol2/21 
Santos Stockard NY12/18 Bol2/21 Pal2/23 Bal2/24 
Nf12/28 


Del Rio Delta NO12 


Paranagua 12/5 Del Rio Delta N012/26 Hol2/30 


Anne Christina Hol- Pan NY10/31 Boll/2 Ball/5 Pall/6 
Del Mar Delta N010/26 Holl/2 Rio de Janeiro 
De! Oro Delta NO11/7 Holl/11 
Peru Lloyd NY11/6 10/10 Argentina Lioyd NY10/27 
Domingos Lloyd NO11/8 Holl/13 10/10 Skoga!and Brodin Bal0/25 NY10/27 Pal0/29 Bol0/31 
Trader Nopal NO11/6 Holl/9 MI11/4 
Montevideo Stockard NY11/12 Boll/16 Pall/18 -Ball/19 10/13 Del Mar Delta NO10/26 Holl/2 
Nf11/22 10/20 Peru Lloyd NY11/6 

Marian Maria Hol- Pan NY11/14 Boll/17 Ball/20 Pall/22 10/21 Del Oro Deita NO11/6 Holl/1l 
Itajai Brodin Ball/10 Nf11/10 NY11/12 Pall/14 16°24 Trader Nopal NO11/6 Holl/9 

Boll/16 M111/21 10/25 Domingos Lloyd NO11/8 Holl/13 


let us tackle your 
shipping problems 


Our "team" of shipping experts — fully 


experienced in the handling of coffee — is 
ready and anxious to serve you. Our policy of 
quoting attractive, competitive rates will make 
it well worth your while to call Baron lino 
before booking your next shipments from 


Mombasa and Dar-es-Salaam. 


—_ FAST, MODERN VESSELS SAILING MONTHLY 
A 


gent at Dar-es-Salaam, Mombasa, Tanga; 
Dodwell & Co. (East Africa) Ltd. 


INDEPENDENT 


UNITED STATES NAVIGATION. 
CO., INC., GENERAL AGENT 
17 Battery Place, N.Y. 4 (Head Office) BOwling Green 9-6000 


OGTOBRER, 


10 
10 
11/2 
11/7 
aa 
11/12 ae 
11/14 
11/17 
11/19 
11/24 
2/8 
10/10 
10/10 
10/17 
10/17 
10/21 
10/21 
10/23 
10/24 
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Regular Service 
From The Principal Brazilian Ports to: 
NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 


= BRASILEIRO makes the Good Neighbor a Close Neighbor. 


NEW ORLEANS 
Queen & Crescent Bldg. 


NEW YORK 
17 Battery Place 


Rio de Janerio (Continued) 


10/27 Del Norte Delta 
10/27 Montevideo Stockard 


| 10/23 Itajai Brodin 


| 10/30 Cuba Lloyd 
11/2 Para Nopal 
11,4. Del Mundo Deita 

11/8 = Nyland Brodin 


| 11/10 Colombia Lloyd 
11/30 Del Sud Delta 
11/13 Rio de Janeiro Stockard 
11/14 Folga Nopal 
11/18 Del Mundo Delta 
11/20 Venezuela Lloyd 
11/21 Buenos Aires Stockard 
11/25 Del Viento Delta 
11/25 Bolivia Lloyd 
11/30 Guatemala Lloyd 
12/1 Mar Delta 
12/2 Santos Stockard 


12/9 Delta 


Santos 


10/11 Anne Christina Hol- Pan 
10,12 Del Mar Delta 
10/19 Peru Lloyd 
10/19 De! Oro Delta 

| 10/22 Trader Nopal 

| 10/23 Domingos Lioyd 
10,25 Montevideo Stockard 


REGULAR 
FAST 
EFFICIENT 
SERVICE 
BETWEEN 


BUENOS AIRES, MONTEVIDEO, 
PARANAGUA, SANTOS, 

RIO DE JANEIRO and 

U.S. ATLANTIC — 

and CANADIAN PORTS _ 


26 BROADWAY, NEW YORK 4, N.Y. HA 5-6700 


Marian Maria Hol- Pan 
Del Norte Delta 
Itajai Brodin 


Para Nopal 
Del Mundo Delta 
Nyland 

Brodin 
Del Sud Delta 
Colombia Lloyd 
Rio de Janeiro Stockard 
Folga Nopal 
Del Mundo Delta 
Buenos Aires Stockard 
Venezuela Lloyd 
Del Viento Delta 
Bolivia Lloyd 
Guatemala Lloyd 
Del Mar Delta 
Santos Stockard 


Del Rio Delta 


Victoria 


| 19/23 Dei Oro 
10/26 Domingos 

11/15 Folga 

} 11/20 Del Mundo 

| 11/26 Bolivia 

| 14/27 Del Viento 
12/11 Del Rio 


COLOMBIA 


Buenaventura 


10/12 Trader Gulf 
10/14 Cd de Guayaquil Granco 

| 10/14 WNorderhoim Coldemar 
10/14 Cd de Manizales Granco 
10/16 Norden Granco 
10/23 Cali Cotdemar 
10/21 Cd de Tunja Granco 

| 10/22 Santa Anita Grace 


N011/9 Holl/16 
NY11/12  Boll/16 =Pall/18 
Nfl1/22 

Ball/10) Pall /14 
Boll/16 Mi11/21 

NY11/17 

N011/15 Hol1/18 

NO1i/21 Holl/25 

Ball/22 Pall /26 
Boll/28 Mi12/3 

NY11/27 

N011/23 Holl1/30 

NY11/28 Boll/30 Pal2/2 Bal2/3 Nfl2/6 

N011/28 Hol2/1 

N012/5 Hol2/9 

NY12/7 

NY12/6 Hol2/9 Pal2/11 Bal2/13 Nfl2/14 

N012/12 Hol2/16 

N012/9 Hol2/16 

NY12/16 

N012/14 Hol2/21 

NY12/18 Bol2/21 Pal2/23 8Bal2/24 

Nf12/28 
N012/26 Hol2/30 


NY10/31 Boll/2 Ball/5 Pall/6 
N012/26 Holl/2 
NY11/6 
NO11/7 Holl/11 
N011/6 Holl1/9 
NO11/8 Hol1l/13 
NY11/12 Boll/16 Pall/18 
Nf11/22 
NY11/14 Boll/17 Ball/20 Pall/22 
N011/9 Holl/16 
Ball/10 Pall /14 
Boll/16 Mi11/21 
NO11/15 Hol1/18 
NO11/21 Holl/25 
Boll/28 MI12/3 
Ball/22 Pall /26 
NO11/23 Holl/30 
NY11/27 
NY11/28 Boll/30 Pal2/2 Bal2/3 Nfl2/6 
N011/28 Hol2/1 
N012/5 Hol2/9 
NY12/6 Hol2/9 Pal2/11 Bal2/13 Nfl2/14 
NY12/7 
N012/12 Hol2/16 
N012/9 Hol2/16 
NY12/16 
N012/14 Hol2/21 
NY12/18 Bol2/21 Pal2/23  Bal2/24 
Nf12/28 
N012/26 Hol2/30 


NO11/7 Holl/11 
NO11/8 Holl/13 
N011/28 Hol2/1 
N012/5 Hol2/9 
N012/9 Hol2/16 
N012/12 Hol2/16 
N012/26 Hol2/30 


Hol0/19 NO10/23 

Bal0/20 Pal0/21 NY10/23 
Jx10/21 NY10/24 

LA10/24 SF10/28 Vall/10 
Bol0/28 Mi11/4 

Jx10/28 NY10/31 

Bal0/27 Pal0/28 NY10/30 
LA11/6 SF11/8 Sell1/13 Poll/18 
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10/23 
11/2 
11/4 
1/13 


Shipper 
Banker 
Juana 
Farmer 


Cartagena 


11/5 Marian Lykes 


ECUADOR 
Guayaquil 


10/14 Norden 


GUATEMALA 


P+. Barrios 


10/13 
10/13 
10/19 
10/20 
10/22 
10/31 
10/24 
10/26 
10/27 
10/27 
10/31 
11/2 

11/3 

11/7 

11/10 


Anita Bolten 
Christiane 
Kar! Christian 
Box Hill 
Volta 

Santa Anita 
Arctic Tern 
Maryland 
Majorka 
Leith Hill 
A steamer 
Mataura 
Christiane 
Arctic Gull 
Box Hill 


Gulf 
Gulf 
Grace 
Gulf 


Lykes 


Granco 


Carib 
UFruit 
Carib 
UF ruit 
Italian 
Grace 
UF ruit 
French 
Carib 
UFruit 
UFruit 
Carib 
UF ruit 
UF ruit 
UF ruit 


Hol0/30 NO11/3 
Holl/10 NO11/14 
LA11/13 SF11/16 Poll/22 Sell/24 
Holl/21 NO11/25 


Holl/15 


Bol0/28 Mi11/4 


NY10/23 

Hol0/19 NO10/22 

NY10/30 

Hol0/26 NO010/28 

LA10/27 SF10/31 Vall/4 Sel1/9 Poll/12 
LA11/6 SF11/8 Poll/13 Sell/18 
NY10/31 

LA11/1 SF11/4 Vall/10 Sell1/13 Poll/16 
NY11/7 

Holl/2 NO11/4 

NY11/7 

NY11/14 

Holl/9 NO11/11 

NY11/14 

Holl/16 NO11/18 


Arctic Tern 
Leith Hill 
A steamer 
G. Ferraris 
Christiane 
Arctic Gull 
Box Hill 
Arctic Tern 


11/4 
11/17 
11/21 
11/21 
11/24 
11/28 
12/1 
12/5 


HONDURAS 


Belize 
10/20 Karl Christian 


Pt. Cortez 


10/10 
10/15 
10/17 
10/22 
10/24 
10/25 
10/29 
10/31 
11/1 

11/5 

11/8 

11/12 
11/15 
11/19 
11/26 
11/29 
12/3 

12/6 


Anita Bolten 
Christiane 
Karl Christian 
Box Hill 
Majorka 
Arctic Tern 
Leith Hill 
Mataura 

A steamer 
Christiane 
Arctic Gull 
Box Hill 
Arctic Tern 
Leith Hill 
Christiane 
Arctic Gull 
Box Hill 
Arctic Tern 


ship sailings 


UFruit 
UFruit 
UF ruit 
Italian 
UF ruit 
UF ruit 
UFruit 
UFruit 


Carib 


Carib 

UF ruit 
Carib 

UFruit 
Carib 

UF ruit 
UFruit 
Carib 

UF ruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 


NY11/21 
Holl/23 NO11/25 
NY11/28 


LA11/26 SF11/29 Val2/2 Sel2/7 Pol2/12 


Holl1/30 NO12/2 
NY12/5 
Hol2/7 NO012/9 
NY12/12 


NY10/30 


NY10/23 
Hol0/19 NO10/22 
NY10/30 
Hol0/26 NO10/28 
NY11/17 
NY10/31 

Holl/2 NO11/4 
NY11/14 

NY11/7 

Holl/9 NO11/11 
NY11/14 

Holl/16 NO11/18 
NY11/21 

Holl/23 NO11/25 
Holl/30 NO12/2 
NY12/5 

Hol2/7 N012/9 
NY12/12 


“Enough of that jazz, 
let’s have a cup of Tea.” 


FAST — REGULAR — 
MONTHLY SAILINGS 
from Colombo and Calcutta 


to: U. S. PACIFIC COAST PORTS 


VANCOUVER 


NEW YORK 


Java Pacific Line, Inc. 


25 Broadway 


VANCOUVER 
Dingwall Cotts & Co., Ltd. 
802 West Hastings St. 
SAN FRANCISCO 


Transpacific Transportation Co. 


351 California Street 


OCTOBER, 


1960 
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| 8 
FAST DEPENDABLE DELIVERY | NICARAGUA 

... of your mild coffees 0 | Corinto 

to United States markets ... rely on 
10/22 Managua 

UNITED FRUIT 
11/13 Salvador 

COMPANY 

a Libertad 


10/18 Managua 
i 10/27 Guatemala 


i Regular Sailings between Q 
GUATEMALA © NICARAGUA 

EL SALVADOR COSTA RICA HONDURAS 
and 


NEW ORLEANS © HOUSTON 


NEW YORK 


NEW YORK: 
Pier 3, North River 
NEW ORLEANS: 

321 St. Charles Ave. 


IS YOUR OFFICE 
getting too few copies of 
COFFEE and TEA INDUSTRIES ? 


Mail this coupon today 


Coffee and Tea Industries 
106 Water Street, New York 5, N. Y. 


Please enter my subscription for a period 


BILL ME. 


CHECK ENCLOSED. 
Rates: $5 a year, $8 for 2 years, $10 for 3 years 


Subscriptions outside the U.S.A.; @ Canada: | year, $5.50; 
2 years, $9.00; 3 years, $11.50 @ All others: | year, $6.00; 
2 years, $10.00; 3 years, $13.00 © Payable in American Currency. 


COPPER 


a9 


El Salvador 


La Union 


10/20 
10/29 
11/11 


Managua 
Guatemala 
E! Salvador 


Mam 
Mam 
Grace 
Mam 
Mam 


Mam 
Mam 
Mam 


Mam 
Mam 
Mam 


PUERTO RICO 


10/12 
10/13 
10/23 
10/28 
11/1 

11/14 


San Juan 


Costa Rica 
Brinton Lykes 
Managua 
Marion Lykes 
Guatemala 

Salvador 


Lykes 
Mam 
Lykes 
Mam 
Mam 


NY10/22 
Hol0/28 
NY11/11 
Holl/22 


Hol0/28 
NY11/11 
Holl /22 


Hol0/28 
NY11/11 
Holl/22 


Holl/1 

Hol0/28 
Holl/15 
NY11/11 
Holl/22 


AFRICA 


ANGOLA 

Ambriz 

10/19 Del Alba Delta 
11/4 Santos Delta 
Lobito 

10/15 Lindi B-Afr 
11/5“ Vinkt B-Afr 
Luanda 

10/1 Afr Dawn Farrell 
10/16 Afr Pilgrim Farrel! 
10/19 Lindi B-Afr 
10/25 Del Alba Delta 
10/27 Afr Glen Farrell 
10/28 Vinkt B-Afr 
11/9 Afr Sun Farrell 
11/23 Afr Grove Farrel! 
11/24 Del Santos Delta 
Porto Amboin 

10/21 Del Alba Delta 
11/6 Santos Delta 


BELGIAN CONGO 


Matadi 

10/10 Afr Pilgrim Farrell 
10/21 Afr Glen Farrell 
10/22 Vinkt B-Afr 
10/23 Del Alba Delta 
10/29 Afr Sun Farrell 
11/15 Afr Grove Farrell 
11/22 Del Santos Delta 


INDUSTRIES 


NO11/12 
N011/27 


NY10/30 
NY11/20 


NY10/29 
NY11/11 
NY10/30 
NO11/17 
NY11/25 
NY11/20 
NY12/9 

NY12/21 
N012/24 


NO11/12 
NO11/27 


NY11/11 
NY11/25 
NY11/20 
NO11/17 
NY12/9 

NY12/21 
N012/24 


NO11/1 


6 SF11/8 Poll/13 Sel1/18 


N0O11/26 


NO11/1 


NO11/26 


NO11/1 


N0O11/26 


NOl1/1 


N011/26 


and The 


Field 


Flavor 
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ship sailings 


10/24 Cordoba -NY11/14 Pall/16 Ball/17 Nf11/18 
FRENCH CAMEROUNS 10/29 Salaga Eld-Dem NY11/17 Ball/20 
D | 10/29 Corneville Am-WAfr USA11/15 
ouala 11/15 Tana Am-WAfr USA11/30 
10/16 Afr Glen Farrell NY11/25 11/30 Ferngrove Am-WAfr USA12/15 
10/17 Cordoba Bl-Star. NY11/14 Pall/16 Ball/17 Nf11/18 12/6 Vigrid Sev-Stars NY12/27 Pal2/29 Bal2/30 Nf12/31 
10/22 Corneville Am-WAfr USA11/15 
10/24 Beyla BI-Dia NY11/20 
11/8 Tana Am-WAfr USA11/30 IVORY COAST 
11/9 Afr Grove Farrell NY12/21 
11/23 Ferngrove Am-WAfr USA12/15 Abidjan 
11/24 Irima BI-Dia NY12/20 10/12 Owerri Eld-Dem Nfl0/27 M110/30 
11/28 Vigrid Sev-Stars NY12/27 Pal2/29 Bal2/30 Nf12/31 10/12 Afr Dawn Farrell NY10/14 
12/24  Bakala BI-Dia NY1/20 10/12 Shonga Eld-Dem NY10/27 Bal0/29 
10/27 Afr Pilgrim Farrell NY11/11 
10/29 Cordoba BI-Star Pall/16 Ball/17 Nf11/18 
FRENCH SOMALILAND 10/31 Salaga Eld-Dem NY11/17 Ball/20 
11/1 Corneville Am-WAfr USA11/15 
Djibouti 11/1 Del Alba Delta NO11/17 
BI-Di NY11/ 
Steel Artisan Isthmian Bol1/25_ NY11/26 pe 
11/5 Samarinda JavPac NY11/28 Tana 
Val/l Ate Sun Farrell NY12/9 
11/7. Examiner Am- Exp Boll/29 NY12/1 Pal2/4 HR12/6 Sal2/9 12/2 BI-Dia NY12/20 
Chsn12/9 Bal2/14 Ferngrove Am-WAfr USA12/15 
11/11 Steel Architect Isthmian NY11/30 NO12/10 12/4 Afr Grove Farrell NY12/21 
11/22 Steel Advocate Isthmian Bol2/1l NY12/12 12/5 Del Santos Delta NO12/24 
JavPac NY12/26 LA1/12 SF1/16 Pol/23 12/10 Vigrid Sev-Stars NY12/27 Pal2/29 Bal2/30 Nf12/31 
/ Bakal BI-Dia NY1/20 
12/7 Stee! Executive Isthmian Bol2/26 NY12/27 a 
KENYA 
GHANA 
: Mombasa 
Takoradi 
10/17. Afr Crescent Farrell Boll/24 NY11/26 
10/10 Shonga Eld-Dem NY10/27 Bal0/29 10/21 Saldanha Kerr LA12/6 $F12/9 Pol2/12 $el2/15 val2/16 
10/10 Owerri Eld-Dem Nf10/27 110/30 10/22 Stella Lykes Lykes NO11/20 Holl/24 
10/15 Tatra Am-WAfr USA10/31 10/31 Samarinda JavPac LA12/14 SF12/18 Pol2/25 Sel2/28 Val/1 


THE NORTHERN PAN-AMERICA LINE A/S 
Serving The 


BRAZIL/U.S. GULF COFFEE TRADE 


With modern, large 18 knot vessels making 3 monthly sailings 
from Brazilian coffee ports to New Orleans and Houston. 


General Agents 
Oivind Lorentzen, Inc. 
New York 6, N. Y. 
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LINE 


SUPERIOR SERVICE FROM BRAZIL TO UNITED STATES NORTH ATLANTIC PORTS 


TORM LINES AGENCY, INC. 
GENERAL AGENTS 
24 STATE STREET CABLE: TORMLINE NEW YORK 4, NEW YORK 


ship sailings 


Mombasa (Continued) 10/25 Samarinda JavPac LA12/14 SF12/18 Pol2/25 Sel2/28 Val/1 
11/5 Motoshima Maru Baron Bol2/14 NY12/15 Pal2/18 Bal2/19 
‘ 11/22 Afr Stz Farrell Bol2/22 NY12/24 
11/7 Motoshima Maru Baron Bol2/14 NY12/15 Pal2/18 Bal2/19 
11/14 Afr Star Farrell Bol2/22 NY12/24 JavPac NY12/26 LA1/12 SF1/16 Pol/23 $e1/26 
11/28 Afr Rainbow Farrell Bol/5 NY1/7 12/6 Afr Rainbow Farrell Bol/5 NY1/7 
11/30 Lombok JavPac NY12/26 LA1/12 SF1/16 Pol/23 12/20 Air 
12/26 Kaneshima Me Y a2/1 Ba2 
12/12 Afr Pilot Farre'l Bol/20 NY1/22 aneshima Maru Baron Bol/29 NY1/30 Pa2/1 Ba2/2 
12/28 Kaneshima Maru Baron Bol/29 NY1/30 Pa2/1 Ba2/2 
Tanga 
MOZAMBIQUE 10/14 Afr Planet Farrell Boll/14 NY11/16 
10/23 Afr Crescent Farrell Boll/24 NY11/26 
Beira 10/27 Samarinda JavPac NY11/28 LA12/14  SF12/18 Pol2/25 
$el2/28 Val/1 
11/27 Lombok JavPac NY12/26 LA1/12 SF1/6 Pol/23 Sel/26 
Hol2/25 NO12/1 Jx12/5 Val /30 
11/10 Afr Star Farrell Bol2/22 NY12/24 , 
4 fr Ra a I 
11/15 Motoshima Maru Baron Bol2/14 NY12/15 Pal2/18 Bal2/19 
11/24 Afr Rainbow Farrell  Bol/5 NY1/7 
12/8 Afr Pilot Farrell Bol/20 NY1/22 
12/20 Kaneshima Maru Baron Bol/29 NY1/30 Pa2/1 Ba2/2 


NIGERIA ASIA 
Lagos 
10/18 Corneville Am-WAfr USA11/15 
10/22 Cordoba BI - Star NY11/14 Pall/16 Ball/17 Nf11/18 CEYLON 
10/24 Salaga Eid-Dem NY11/17 Ball/20 | b 
11/4 Tana Am-WAfr USA11/30 
Ferngrove Am-WAfr USA12/15 10/15 Steel Age Isthmian NO11/18 
12/4 Vigrid Sev - Stars NY12/27 Pal2/29 Bal2 30 Nfl2/31 10/25 Leda Maersk Hall/18 NY11/21 
10/29 Steel Artisan Isthmian Boll/25 NY11/26 
11/2 Steel Architect Isthmian NY11/30 NO12/10 
TANGANYIKA 11/3 Hayes Am- Pres NY12/9 Bol2 14 Pal2/16 Bal2/17 
HR12 19 
are | 
D Sa 11/6 Maersk Hal2/3 NY12/6 
10/10 Okishima Maru Baron NY12/15 11/15 Steel Advocate Isthmian Bol2/1l1 NY12/12 
10/15 Stella Lykes Lykes NO11/20 Holl/24 11/17 Arthur Am- Pres NY12/22 Bol2/28 Pal2/30 Bal2/31 
10/16 Afr Planet Farrel! Boll/14 NY11/16 HR1/2 
10/24 Saldanha Kerr LA12/6 SF12/9 Pol2/12 Sel2/15 Val2/16 11/25 Lexa Maersk Hal2/19 NY12/22 


THE AMERICAN EAST INDIA CORPORATION 


25 Broadway 
New York 4, N. Y. 
BO 9-701 1 


AGENTS IMPORTERS 


Representing South India — Assam — Darjeeling gardens 


DAHINGEAPAR HALMIRA MERCHISTON SHOLAYAR 
GABROO PURBAT INVERCAULD RISHEEHAT TINGALIBAM 
NAHOR HABI KALLYAR SOCKIETING TOWKOK 


American Representative of BIRLA BROTHERS PRIVATE LTD., CALCUTTA — BOMBAY — NEW DELHI 
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11/29 Steel Executive Isthmian Bol2/26 NY12/27 


12/6 Lica Maersk Hal/2 NY1/5 
12/25 Laura Maersk Hal/20 NY1/23 

O.H.CLAPP & CO.,INC. 
HONG KONG 


10/13 Minx Pioneer NY11/19 Ball/23 Nf11/25 
10/18 Colorado Maru K Line SF11/12 NY11/25 

10/18 Jeppesen Maersk LA11/12_ NY11/26 Tea Importers 
10/22 Cleveland Am- Pres SF11/9 

10/26 Jefferson Am- Pres LA11/11 NY11/27 Pal2/1 Bal2/2 


Bol2/5 HR12/10 
10/27 Ming Pioneer NY12/1 Bal2/5 Nfl12/7 Pal2/9 
Nicoline Maersk SF11/26 NY12/13 
11/5 Kimikawa Maru K Line SF11/23 Pall/25 NY12/13 145 East 49th Street 
11/14 Wilson Am- Pres SF12/2 LA12/7 
11/15 Dona Alicia Stockard NY12/27 Pal2/29 Bal2/30 
11/18 Sally Maersk LA12/11 NY12/26 New York, N. Y. 
11/25 Harding Am- Pres LA12/11 NY12/27 Pal2/31 Bal/l Bol/5 

HR1/10 

12/3 Susan Maersk SF12/26 NY1/14 


12 Maersk LA1/11 NY1/26 


Maren 


INDIA 
Calcutta 


10/10 Steel Age Isthmian NO11/18 11/2 tea Maersk Hal2/19 NY12/22 
10/21 Examiner Am-Exp Boll/29 NY12/1 Pal2/4 HR12/6 Sal2/9 11/11 Stee! Executive Isthmian Bol2/26 NY12/27 

Chns12/10 Bal2/14 44/12 Lica Maersk Hal/2 NY1/5 
10/22 Steel Architect Isthmian N012/10 12/2 Laura Maersk Hal/20 NY1/23 
11/8 Explorer Am- Exp Bol2/13 NY12/15  Pal2/19  4HR12/21 


$al2/24 Chsn12/25 Bal2/29 


JAPAN 


Cochin 


Exminster 


Am-Exp Boll/12) =4HR11/19_— §all/22 10/10 Marit Maersk SF10/25 NY11/12 


Chsn11/23 Ball/27 10/11 Dona Aurora Stockard NY11/18 Pall/22 Ball/24 
10/20 Monroe Am- Pres NY11/27 Bol2/1 Pal2/4 HR12/5 10/13 Hoover Am- Pres SF10/28 
10/31 Steel Artisan Isthmian Boll/25 NY11/26 10/16 Garfield Am- Pres SF10/29 LAl1/1 $D11/7 
11/1 Examiner Am- Exp Boll/29 NY12/1 Bal2/4 HR12/6 Sal2/19 10/26 Jeppesen Maersk LAl11/12 NY11/26 
Chns12/10 Bal2/14_ 10/26 Cleveland Am-Pres  SF11/9 
11/4 Steel Architect Isthmian NY11/30 NO12/10 10/28 Colorado Maru K Line SF1l1/12 NY11/25 
11/5 Hayes Am- Pres NY12/9 Pal2/16 31/11 Sally Maersk SF11/25 NY12/12 
HR12/19 41/12 Taylor Am-Pres  SF11/26 LA11/29 $D12/5 
11/17 Steel Advocate Isthmian Bol2/11 NY12/12 11/18 Wilson Am- Pres SF12/2 LA12/7 
11/17 Explorer Am- Exp Bol2/13. 11/21 Dona Alicia Stockard NY12/27 Pal2/29 Bal2/30 
$al2/24 Chns12/25 Bal2/29 11/26 Nicoline Maersk LA12/12 NY12/27 
11/19 Arthur Am- Pres NY12/22 Bol2/28 Pal2/30 Bal2/31 11/26 Johnson Am- Pres SF12/12 LA12/15 $D12/21 
12/11 Susan Maersk SF11/25 SF12/12 
12/1 Steel Executive Isthmian Bol2/26 NY12/27 12/26 Maren Maersk LAl1/11 NY1/26 


INDONESIA Nagoya 


Djakarta 10/11 Marit Maersk SF10/25 NY11/12 
10/12 Dona Aurora Stockard NY11/18 Pall/22 Ball/24 
10/10 Steel Artisan Isthmian Boll/25 NY11/26 10/17 Garfield Am- Pres SF10/29 LAl1/1 $D11/7 
10/17 Pierce Am- Pres LA11/24 NY12/i0 Pal2/15  Bal2/16 10/27 Jeppesen Maersk LA11/12 NY11/26 
Bol2/20 HR12/25 10/27 Harrison Am- Pres SF1l/11 LA11/14 
10/27 Advocate Isthmian Bol2/11 NY12/12 11/12 Sally Maersk SF11/25 NY12/12 
11/1 Harding Am- Pres LA12/11 NY12/27 Pal2/31 Bal/l Bol/5 11/13 Taylor Am- Pres SF11/26 LAl11/29 $D12/5 


Maersk Line Provides the only Service from 


¢ West Africa to both U.S. Atlantic and Pacific Ports 


Monthly 

MOLLER STEAMSHIP COMPANY, INC. 

General Agents 
MATADI 30 Broad Street, New York 4, N.Y.* HAnover 2-1500 
DOUALA West African Agents 
ABIDJAN MATADI: Acetraf, S. C. A. R. L., 3 rue de Vivi, P.O. Box 36, Matadi, 
MONROVIA Sloan Cones. 

DOUALA: Societe Navale Delmas Vieljeux, P.O. Box 263, Douala, 

FREETOWN Cameroons. 
via modern cargo liners ABIDJAN: ee ee Ss Avenue Louis Barthe, 
Ship your cargo via MONROVIA: Liberia Trading Corp., P.O. Box 125, Monrovia, Liberia. 
THE BLUE LINERS — FREETOWN: Scondinavian Shipping Agencies Limited, 9 Gloucester St, 
MAERSK LINERS® P.O. Box 130, Freetown, Sierra Leone. 
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NAIROBI (AFRICA) 


Tea Importers 


NEW YORK « PHILADELPHIA * BOSTON * CHICAGO + SAN FRANCISCO « SHIZUOKA (JAPAN) 
CALCUTTA * COCHIN (INDIA) * COLOMBO (CEYLON) * DJARKATA (JAVA) * LONDON (ENGLAND) 


TAIPEI (FORMOSA) 


ship sailings 


NY12/27 Pal2/29 Bal2/30 
LA12/12 NY12/27 
LA12/11 NY12/27 


Stockard 
Maersk 
Am- Pres 


Dona Alicia 
Nicoline 
Harding Pal2/31 Bal/1 
Bol/5 HR1/10 
Susan 
Maren 


SF12/26 NY1/14 
LA1/11 NY1/26 


Maersk 
Maersk 


Shimizu 


SF10/25 NY11/12 
NY11/18 Pall/22 Ball/24 
SF10/29 LAl1/1 $D11/7 
LAl11/12 NY11/26 
SF11/11 LA11/14 

SF11/12 NY11/25 
S$F11/25 NY12/12 
SF11/26 LA11/29 Bal2/30 
NY12/27 Pal2/29 Bal2/30 
$F12/12 LA12/15 $012/21 
LA12/12 NY12/27 

LAl1/11 NY1/26 


Marit 

Dona Aurora 
Garfield 
Jeppesen 
Harrison 
Colorado Maru 
Saily 

Taylor 

Dona Alicia 
Johnson 
Nicoline 
Maren 


Maersk 
Stockard 
Am- Pres 
Maersk 
Am- Pres 
K Line 
Maersk 
Am- Pres 
Stockard 
Am- Pres 
Maersk 
Maersk 


SF10/28 

SF10/25 NY11/12 
NY11/18 Pall/22 Ball/24 
SF10/29 LAl1/1 $D11/17 
SF11/9 

SF1l/11 LA11/14 

LA11/12 NY11/26 
SF11/12 NY11/25 
SF11/25 NY12/12 

SF11/26 LA11/29 $D12/5 
SF12/2 LA12/7 

NY12/27 Pal2/29 Bal2/30 
$F12/12 LA12/15 $012/21 
LA12/12 NY12/27 
SF12/26 NY1/14 
LA1/11 NY1/26 


Am- Pres 
Maersk 
Stockard 
Am- Pres 
Am- Pres 
Am- Pres 
Marit 

K Line 
Maersk 
Am- Pres 
Am- Pres 
Stockard 
Am- Pres 
Maersk 
Maersk 
Maersk 


Hoover 
Marit 

Dona Aurora 
Garfield 
Cleveland 
Harrison 
Jeppesen 
Colorado Maru 
Sally 

Taylor 
Wilson 

Dona Alicia 
Johnson 
Nicoline 
Susan 

Maren 


Shipping Notes 


e "K” Line, Kawasaki Kisen Kaisha, Ltd., Japanese 
cargo operators have announced new schedules for sail- 
ings from Hong Kong, Formosa and Japan, to New 
Orleans, Houston and Port Everglades. Sailing from 
Yokohama on the seventh of each month vessels will 
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provide a 30-day sea passage to New Orleans via the 
port of Los Angeles, and Panama. The schedule cuts 
four days from previous time for the run, Vessels in 
service will arrive in New Orleans the sixth of each 
month, will unload at Houston two days later before 
proceeding to Florida ports. The schedule will enable 
importers in the New Orleans area to receive material 
30 days after delivery to the line's steamers in Yokohama. 


e A full dress hearing and investigation is scheduled 
over Pacific Far East Line's allegations that the Pacific 
Westbound Conference, and its member lines, are block 
ing PFEL’s new off-dock receiving station for container- 
ized cargo in San Francisco. In ordering the investigation 
the Federal Maritime Board also directed that the con- 
ference withhold arbitration proceedings until such time 
as the matter had been decided by the Board's proceed- 


ings. 


e Launching of the 12,900-ton freighter “President Lin 
coln” took place last month at Bethelehem Steel Com- 
pany’s yards in San Francisco. The another 
unit in the expanding replacement the 
shipping industry and the Government. It is on order for 
American President Lines as one of two Sea Racer type 
The 
“President Lincoln” is reputedly one of the costliest 
freighters ever built in this country. Estimates by the 
Federal Maritime Board indicate that total cost will reach 
$16-million. Destined for Pacific service, the “President 
Lincoln” and its sister ship, the “President Tyler” will 
be rated at twenty knots, the same speed as the new 
Delta Lines’ freighter “Del Sol,’ launched in Louisiana 
earlier this month. The ‘President Lincoln” is more than 
563 feet long and seventy-six feet in the beam. Her 
general cargo capacity is rated at 544,950 cubic feet. 


vessel is 


program of 


cargo carriers presently committed to building. 


e American shippers and receivers were chided for 
their apparent “indifference” to the U.S.-flag merchant 
marine in a recent speech given by Admiral John M. 
Will, before the Traffic Club of New York. Will, presi- 
dent of American Export Lines, pointed out that part of 
the U. S. national effort to improve foreign trade might 
well rest with the greater use of American-flag ships. 


INDUSTRIES and The Flavor Field 


11/22 
= 11/2? 
11/27 
12/12 
12/27 
10/12 
= 10/13 
10/18 
10/28 
10/28 
10/30 
11/13 
11/14 
11/24 
11/28 
11/28 
i 12/28 
Yokohama 
10/14 
10/15 
10/17 
10/20 
— 10/28 
10/30 
10/31 
11/2 
11/15 
11/16 
11/20 
11/28 
11/30 
11/30 
12/15 
12/31 


egional 


New York News 


@ 8 The Green Coffee Association, 
which held its annual fall meeting 
last month at the Hotel Hershey in 
Hershey, Pa., announced that atten- 
dance was excellent. Scheduled ac- 
tivities included a dance for the 165 
assembled members, and golf, golf, 
golf during the daytime hours, De- 
spite rain, which apparently dampened 
nothing but the clothing of the golf- 
ers, the greens were full. The dinner 
followed a cocktail party in the main 
lounge of the Hotel Hershey, with 
speechmaking being amply handled by 
Jack Evans of the Pacific Coast Cof- 
fee Association. 


@ 8 West Coast Line, Inc., has an- 
nounced the removal of their New 
York offices to new, modern air con- 
ditioned quarters at 67 Broad Street. 
Telephone number for the organiza- 
tion remains the same, Whitehall 3- 
9600 


@ @ Al Galindo, export sales manager 
for Exportadora de Cafe de Jalapa, 
S.A., one of the largest coffee ex- 
porting groups in Mexico, was a re- 
cent visitor to York’s Front 
Street. Galindo advised members ot 
the trade that the new Mexican coffee 
crop will be very late coming in duc 
to lack of rains in the early spring of 
this year. Also he indicated to the 
importing brotherhood that Vera Cruz 
coffee production for the 1960/61 
season will be from 20 to 50 percent 
lower than the past season 


A. Beeby has been appointed 
as vice president of Salada-Shirriff- 
Horsey Inc., and general manager of 
the Salada-Junket Division which is 
head-quartered in Woburn, Mass. In 
his new capacity Beeby will direct all 
operations of the division which pack- 
ages Salada and Junket food products 
for sale throughout the United States 


@® @ Dodge and Olcott, Inc., the old- 
est company in America. specializing 
in the manufacture and merchandising 
of essential oils, seasonings, and 
flavors celebrates its 162nd  anniver- 
sary this month. General offices and 
laboratories of the company are lo- 
cated at 180 Varick St., in New York 


® ® First team standings reported in 
the 1960 Green Coffee Sowling 
League show high team series going 
to Greenwich Mills with 2345, fol- 
lowed by Arnold Dorr, with 2209. 
High team game (net) went to Green- 
wich Mills, with 836; Woods, 806; 
and Arnold Dorr, with 805, in_ that 
order, 
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@ @ William Franklin Fischer, form- 
er sales manager of Magnus, Mabee 
and Reynard, passed away last month. 
Fischer a long time associate of the 
essential oil and flavoring firm started 
with the company in 1907, and prior 
to his recent retirement has served 
as vice president and sales manager of 
the firm. 


@® 8 The New York Chapter of the 
Quartermaster Association has an- 
nounced the election of officers for 
the coming year. Of interest to the 
trade was the re-election of Harold 
L. Suttle, vice president of Thomas 
J. Lipton to serve for another term 
as vice president of the Association. 
The group is a national, non-profit 
organization, composed of former 
members of the armed forces and 
private industry who have an interest 
in the Quartermaster Corps, and _ its 
activities 


@ ® Chock Full O’Nuts has expanded 
its distribution into additional major 
markets on the eastern seaboard. The 
expansion of coffee sales by the com- 
pany this time included Pittsburgh, 
and 34 neighboring counties, and Cin- 
cinnati, Toledo, Columbus, Dayton, 
and a 62 county surrounding area 


McCormick and Co., has an- 
nounced a widespread realignment of 
key personnel in the McCormick Di- 
vision. The changes include the ap- 
pointment of T. Carter Parkinson as 
director of sales operations and David 
B. Michels as field) sales manager 
Parkinson had previously served as di- 
rector of sales for the grocery 
products division, 


@ 8 The newly organized Central 
American Chamber of Commerce in 
the United States, Inc., elected Henry 
\. J. Ralph, of Bank of America In- 
ternational as president at its first 
membership meeting which was held 
on Central American Independence 
Day, (Sept. 15) with the Consuls 
General of Costa Rica, El Salvador, 
Guatemala, Honduras, Nicaragua and 
Panama attending. 


Chicago Doings 


s @ The country is in a recession cycle 
which will end in the second quarter of 
1961. The current recession, which will 
he nine to 12 months in length, will be 
longer than the nine month 1957-58 reces- 
sion, but less severe. 

That’s the opinion of Jewel Tea Co 
economist William Tongue. He gave his 
views at a recent meeting of the Chicago 
Chapter of the American Statistical As- 
sociation. 

The Jewel economist said that all evi- 
dence currently points to an existing reces- 
sion. 

Another speaker, Beryl W. Sprinkel 
agreed with the Jewel officer, noting that 
the odds were in favor of the country be- 
ing in a recession now. He is vice presi- 
dent and economist for Harris Trust & 
Savings bank here. 


Housewives prefer coupons which 
can be redeemed at store level over mail- 
in-coupons. That's the opinion of a re- 
cent homemaker’s panel which explored 
merchandising and promotional techniques 
at a dinner session of the Merchandising 
Executives Club of Chicago. 

The idea of immediate cash payment ap- 
pealed to the panelists. They pointed out 
that it is inconvenient to mail-in coupons, 
then wait for redemption sometime in the 
future 

The housewives also indicated that they 
preferred coupons where there was a cash 
savings or payment instead of bonus trad- 
ing stamps 

Heavy stock paper coupons, uscd by 
some manufacturers, were considered by 
the housewives to be more durable and 
easier to handle than lighter weight cou- 
pons used by other manufacturers 


8 @ National Tea Co. president Harley 
V. McNamara apparently came off the 
winner in the second hearing of the Fed- 
eral Trade Commission’s investigation of 
the supermarket chain. The chain | 
been charged with lessening competition 
through its acquisition of smaller chains 


1as 


in recent years. 

The National Tea president clearly 
showed that he is the boss of the large 
food chain, and is not influenced by out- 
side interests 

It was established during the hcaring 


a= HAVE YOU SEEN... 

COFFEE AND TEA INDUSTRIES NEW LEGAL 
FEATURE? YOU'LL FIND "BARRISTER'S BREW" 
REQUIRED READING THIS MONTH, AND IN 
THE MONTHS AHEAD. 
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egional Votes 


hat the National Tea president does not 
take orders from Garfield Weston, board 
chairman of George Weston, Ltd., which 
holds the largest bloc of National Tea 
stock 

He denied that National Tea is control- 
led by Loblaw Groceterias Co., Ltd., Lob- 
law Co's Ltd., and George Weston, Ltd 

Round three in the FTC's case against 
the food chain is tentatively scheduled for 
next January, either in Washington, or 
here in Chicago 


® ® Perhaps in the not too distant future, 
electronic systems may determine how 
much space products will get on super- 
market shelves 

Eagle Food Centers, Inc. of Rock Is- 
land, Ill. is presently using an electronic 
computer to give its buyers four week re- 
ports in 88 dry grocery categories 

The new technique has resulted in rais- 
ing the required shelf movement from 30 
cases monthly in dry 
present 50 cases a month 


groceries to the 


@ es A retail price tag of 99 cents on the 
two pound coffee can sizes is getting a 
little firmer foothold here. Some years 
ago, a small chain offered a nationally ad- 
vertised brand at that price as a coupon 
deal 

Now the same 
supermarkets 1s throwing out 


chain, 
can of ’s coffee as a 
owever, the chain 

‘an per customer 


@ oe At the same time, the Eagle Food 
Center supermarkets here are pushing the 
two pound size of Manor House coffee at 
99 cents, with no limit on the number of 


purchases 


8 @ National Tea Co. had record sales 
of $63,683,963 for the four week period 
ended September 10, a 1.46 percent gain 
over the same period a year ago. Sales 
then were $62,767,050 

Sales for the year to September 10 hit 
a new high of $578,523,304, as compared 
with $564,949,156 in the same period a year 


ago. The increase this year was 2.40 per- 
cent over 1959 figures. 

The large supermarket chain had 903 
stores in operation at the close of the peri- 
od as compared with 914 a year ago 

The chain has opened 39 new  super- 
markets this year. Twenty-nine were new 
locations and the remainder were reloca- 
tions of former stores 


s @ Fall wheeling and dealing moves 
ahead for supermarket customers in cof- 
fee promotions and deals 

Chase & Sanborn is plugging its instant 
coffee by offering a premium of a 22 karat 
gold decorated coffee carafe. The offer 
runs this way: 

Shoppers clip out newspaper coupons, 
sending coupons plus $2 and the inner seal 
from a Chase & Sanborn jar of instant 
coffee for each carafe they want. Mail- 
ings go to Box 5544, St. Paul 4, Minn 

The eight cup capacity coffee warmer is 
advertised as a regular $5 value by the 
coffee company. Color ads in the Sunday 
feature sections of newspapers were back- 
ed by black and white ads in daily edi- 
tions. All ads carried cut-out coupons 

Chase & Sanborn was also running a 
15 cents-off deal on the two pound size of 
its ground coftec 


ee At the Eagle Food Centers super- 
market in Rolling Meadows shopping cen 
ter northwest of Chicago, the Folg : 
fee Co. tied-in wi store’s participa 
tion in an center-wide promotion by run 
ning a “ribbon guessing” contest 

Customers filled out entry blanks esti- 
mating the number of inches in a ribbon 
which Folger had wound around a stand 
ing pole in the store. Atop the pole was 
a Folger point-of-purchase sign 

As a price special, the supermarket was 
promoting the coffee at 69 cents for the 
one pound size. The normal supermarket 
retail spread on this size is from 71 to 
75 cents 

Folger sales personnel served free cof- 
fee to supermarket shoppers and handled 
the entry blanks 

Prizes included knife sets, houseware 
items and toys 


® \axwell House coffee was featuring 
a 20 cents-off promotion on the two pound 
size of its ground coffee, backed by news- 
paper and television advertising 


@ Supermarkets were running their 
own merchandising approaches to use 
coffee as a traffic puller. 

Jewel Tea Co., for instance, used a 
part of a weekly food ad in metropolitan 
papers here to spell out the virtues of tts 
three types of coffees 

Pegged to the theme, “A Jewel Coffee 
to Suit Every Taste,” Jewel listed its 
Royal Jewel Coffee as mellow and mild; 
its Bluebrook as hearty and stronger, and 
its Private Blend as ‘a special blend of 
the finest coffee available.” 

Royal Jewel and Bluebrook are bagged 
coffees, with retail prices of 63 and 49 
cents respectively on one pound sizes. Pri- 
vate blend, the chain’s premium coffee, 
sells for 77 cents in the one pound tin 

National Tea Co. continued to mix and 
match one of its private label coffees at 
the same price as a nationally advertised 
brand 

One ad listed the one pound size of the 
chain’s private label Natco coffee or the 
same size of Folger’s coffee each at 69 
cents 

Supermarket chains here have pretty 
much settled on a price tag of 49 cents a 
pound on their private label leader cof- 
fee items. Premium chain coffees usually 
packaged in tins, retail from 67 to 77 cents 
a pound 

\s if to balance the heavy supermarket 
coffee merchandising efforts here, A&P 
featured a five-cent off deal on the 48 
bag box of the chain’s private label “Our 
Own” tea. The chain offered the unit 
at 50 cents a box 

Not to be outdone, an independent su- 
permarket on the city’s northwest side 
used tea as it’s weekly loss leader item 
Farmer’s Market offered a 48 count box 
of Lipton’s tea bags for 9 cents with the 
purchase of $5 or more worth of grocer- 
ies, excluding cigarettes, 

In a Dollar Days Buys special, an- 
other northwest side independent. super- 
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Basket, included the 
two pound size of Manor House coffee 
among its $1 leader items. 


market, the Budget 


@ @® Coffee is even getting into the cur- 
rent Presidential election. Ethel Kennedy, 
wife of Democratic nominee Sen. Robert 
Kennedy (D., Mass.) visited suburban 
homes here to explain her husband’s brand 
of polities over coffee with housewives 


ae Supermarket operators consider cof- 
fee an important promotional item when 
it comes to drawing customers for new 
store openings. National Tea Co., for in- 
stance, featured three different coffee items 
to herald re-opening of a northwest side 
National which had been burned out. 

In flyers delivered to resident’s homes, 
National listed the one pound can of 
Thomas J. Webb ground coffee at 55 
Instant Maxwell House coffee in 
ounce jar, with a 20. cents-off 


cents 
the six 
label, was listed at 79 cents 

\s a premium offer, the chain gave 
away 1,000 cans of 1/4 pound cans of 
Stewart Private Label Coffee free 


@ ®8 Hills Bros. Coffee Co. is offering 
retailers a promotion allowance of $1.92 
per 24 count case on two pound sizes of 
its ground coffee. Running through the 
middle of October, the deal covers metro- 
politan Chicago, as well as parts of lowa 
The reduction means a 100 
pound 


and Indiana. 
umit lot of the two 
4 cents per can 
Hills Bros. includes an offer of promo- 
tion price protection on the same basis as 
Price protection 


costs 


s1zes 


a normal price decline 
means a rebate on all goods ordered in 
advance of old prices for a 15 day period 
Orders placed 30 days in advance of the 
changed prices are rebated one-half the 
lifference between the new and old prices 


@e@ \ Tennessee couple was named 
“Sweetest Coffee Makers in the U.S.A.” 
by the Bakine Soda Institute here 

Mr. and Mrs. Buford M. Cloninger of 
Knoxville, Tenn., received the award 
They fill their coffee pot with soda_bi- 
carbonate and cool water at night, and 
rinse it out in the morning 
@ ® Charles D. Bradley, 59, executive 
general agent in the Chicago office of the 
Port of New Orleans died here after a 
year’s service with the port agency. He 
formerly had been employed by — the 
Waterman Steamship Corporation. 


@ @ Samuel M. Ackerman was named 
personnel director for Continental Cof- 
fee Co. here. He formerly was. staff 
assistant at Public Personnel Associates, 
here. 


@ 8 Ina recent store manager’s sale, the 
local Hillman’s, Inc. food chain used cof- 
fee as a highlighting feature. Hillman’s 
offered to give a free pound bag of its 
private label Hillman’s Lake Shore cof- 
fee to anyone who had the same last 
names as one of its dozen supermarket 
managers. 

The chain limited the offer to one per 
family and noted in newspaper ads_ that 
the value of the giveaway was 69 cents. 

In their food ads, they had pictures and 
the names of their store managers. 
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Red Owl Stores, which has four 
Chicago supermarkets, pegged one week 
of a sustained promotion on canister sets 
to revolve around a free tea cannister. 

The cannister was given shoppers free 
for $20 in Red Owl cash register tapes. 
The chain listed the cannister as a regular 
$1.95 value. 


New Orleans Notes 


gs @ The trade was saddened by word of 
the death and burial in Chicago of C. D. 
Bradley, 59, executive general agent in 
charge of the Chicago office of the Port 
of New Orleans. Mr. Bradley had been 
sales and traffic manager for the Water- 
man Steamship Corporation in New Or- 
leans, New York and Chicago from 1934 
to 1959 when he joined the port staff. He 
was a native of Chicago and was con- 
nected with foreign trade throughout his 
career, including import customs manager 
for Taiovo Trading Company of Chicago 
and customhouse broker and foreign 
freight forwarder for the E. L. MeCon- 
nougheg and Co. Survivors include his 
widow, the former Patricia Stewart; two 
sons, Stewart O. Bradley of New Orleans 
and George E. Bradley of Olympia, 
Wash., and one daughter, Mrs. Jerome 
Manley of Wheeling, Illinois. J. Vincent 
Eme, recently appointed assistant manager 
of the port’s Chicago office, is acting 
executive general agent. 


Bob Deas has returned to his duties 
at Volkart Brothers after a vacation 


#8 The Green Coffee League scores 
chalked up in the opening game of the 
second season of bowling as reported by 
Rodney Abele, Leon Israel and Bros., Inc., 
secretary of the League are: First gh 
team three games: Delta Line, 2384; sec- 
ond high team three games; Buckley and 
Forstall, 2323; third high team three 
games: Dupuy Storage and Forwarding 
Corp., 2310. First high individual, three 
games: I. C. April, Dupuy, 552; L. E 
Dittmer, Delta, rolling 545; Harrell Le- 
Jackson and Son, with 536 


monier, S 


First high team game: Delta, 816; 
high team game: Dupuy, 815; third high 
team game, Buckley and Forstall, 787. 
First high individual game was I. C. 
April, 201; second high individual game 
was A. J. Forstall, 197; with third high 
individual game 196, going to RK. Morgan 
of Buckley and Forstall. Team  stand- 
ings are: Jackson, Aron No. 2, Aron No. 
1, Kentucky, Dupuy, Israel, Volkart, Del- 
ta, Buckley and Forstall, Biehl, and West- 
feldt, in that order. 


Mr. and Mrs. Wm. H. Kunz of Wm. 
H. Kunz Co., Inc., have returned from 
California where they made a_ business 
and pleasure visit following a trip to 
Switzerland. 


@ The Green Coffee Association of 
New Orleans held its Annual Golf and 
Gin Rummy Tournaments followed by 
dinner, at the Metairie Country Club Sep- 
tember 16. Milton J, Ruth, Leon Israel 


PRIMER 
FOR 
COFFEEMEN 


that’s the best descrip- 
tion of “The Coffeeman’s 


Manual.” 


To newcomers in the coffee 
business it is meant to provide 
a sufficient background of 
knowledge for intelligent un- 
derstanding of the entire 
field. 


To coffee salesmen it will 
provide new avenues of ap- 
proach to their competitive 
problems—and a sure basis of 
up to-date information with 
which to combat unsound 
claims, and unreasonable com- 
plaints from their clients. 


To retail dealers and their 
sales people it provides a 
brief and simple hand book 
from which to cull sales ap- 
peals and advertising ideas 
for the most important profit 
item in the grocery field. 


Small in size, large in con- 
tent, “The Coffeeman’s Man- 
ual” answers the questions 
that you want to clarify. 

Included are such areas as 
aroma tests, brewing grinds, 
flavor testing, cleaning and 
cooling techniques, roasting 
procedures, laboratory equip- 
ment, in short the necessary 
requirements to a working 
knowledge of how to meet 
the problems of the cof fee- 
man’s working day. 

“The Coffeeman’s Manual” 
is available at $2.50 per copy. 
To be sure that yours is on 
hand when needed write... 
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egional 


and Bros., Inc., was in charge of the 
Golf Tournament, assisted by Austin 
O’Brien, Byrne, Delay and Company. 
Louis Arnaud of Lafaye and Arnaud di- 
rected the Gin Rummy Tournament, as- 
sisted by Tom Buckley of Buckley and 
Forstall. Prizes were awarded by George 
Gernon, Ruffner, McDowell and Burch to 
Karl West, Standard Brands, first prize 
golf; Dutch Ragas, Texas, Transport 
Terminal, second prize golf ; Evan Walle, 
S. Jackson and Son, 1st prize Gin 
Rummy; Reid Sonnleitner, Leon Israel 
and Bros., Inc., 2nd prize, Gin Rummy 


Hubert Fleuriet has opened the 
Fleuriet Weighing and Forwarding Ser- 
vice for coffee importers and shippers at 
203 South Peter Street After spending 
a few months with another local firm, Jr. 
Fleuriet has again opened his own office 


@ 8 Members of the Southern Coffee 
Roasters Association here are making 
plans for the meeting to be held soon in 
\tlanta, Georgia 


® @ James Landreth of the Otis Mce- 
Allister San Francisco office was a recent 
visitor in New Orleans where he called 
at the offices of the Coffee Importing 
Co., Ine 


At a Board of Directors meeting of 
the Mississippi Shipping Company, Inc., 
owners and operators of Delta Line, the 
Directors elected F. Evans Farwell As- 
sistant Chairman of the Board. The an 
nouncement was made by Capt. John \W 


Clark, President of the Company Phe 
steamship company operates between the 
U.S. Gulf ports and South America an 
U.S. Gulf ports and West Africa 


San Francisco Notes 


8 ® Stanley Gleason, head of quality con- 
trol and buyer for MJB Company, recent 
ly announced his resignation after twenty 
years of service with that company. Stan 
has accepted a position as assistant 

Thomas Prettyman of Butternut Foods 


Co., Omaha, Nebraska effective October 


Ist. Mr. Gleason has been active in the 
affairs of the Pacific Coast Coffee As 
sociation and was elected executive vice- 
president for the association at their May 
convention in Las Vegas. His vacancy at 
MJB and the Association had not been 


1 


filled at the time this issue wert to press 


Mr. and Mrs. Gleason leave San Francisco 
with best wishes for happiness and success 
from members of the coffee trade. 


@ 8 Away for September vacations were 
Britt Johnson and family, Otis McAllis- 
ter & Co., who spent their vacation in 
the Pacific Northwest and Mr. and Mrs. 
Walter Granicher, Leon Israel Bros., who 
were reported touring the Rocky Moun- 
tains of Colorado 


@ @ A business visitor from the south- 
land was Vic Cain of V. J. Cain Co., 
Los Angeles 


@ @ Mr. Robert Powell, FE. A. Johnson & 
Co. and President of the PCCA, at- 
tended the Fedecame meeting in Mexico 
City as an observer during September 


Manning Coffee Inc. have announced 
the opening of the largest restaurant in 
their growing western chain. The new 
establishment is located in the ultra shop- 
ping center known as Lloyds Center, 
Portland, Oregon. Bob Manning also re- 
ported that a new restaurant is on the 
drawing boards destined for Pasadena, 
California 


@e@Mr. and Mrs. Harry Thompson, 
Grace Line, sailed during September on 
the President Wilson for the Orient. This 
was Harry’s first return trip in thirty- 
five years since he ran the Orient Office 
for Grace and Company 


8 8 Bob Quinlan made a flying trip t 
the growing areas of the big island of 
Hawaii recently. Bob reported that grow- 
ing conditions had improved materially 
due to much needed rains received in the 
past month \ normal productive year 
and improved quality was expected by 
several farmers Bob spoke to 


8 @ The Western States Tea Association 
held their September lunchecn meeting 
at Gino’s Restaurant under the motte 
“The Last Gasp of Summer”. Various 
business items were discussed, including 
plans for the annual picnic in September 
\ hearty welcome was extended to Ted 
Hismoco of Los Angeles for his presence 


Roddy, S. F. Pellas, left on 
an extended business trip to the various 
growing areas of Brazil. Also flying to 
Brazil on a different flight was Ernie 
Shaw of Hills Bros 


@ @ Many members of the coffee trade 
attended the recent open house and dedi- 


cation ceremonies honoring Mr. H. L 
Sorensen of United Grocers, Ltd., San 
Francisco. The large crowd payed tribute 
to the man known as “Mr. Grocery Busi- 
ness” for his 50 years of service to the 
United Grocers, Ltd. and in celebration 
of the opening of the new United Grocer- 
Mutual Grocers warehouse in Richmond, 
California. 


@ ® Folger’s Coffee is currently offer- 
ing “Folgers Decorator Desk Pen Set” in 
beautiful telephone colors. The offer is 
backed by newscaster Frank Hemingway 
every day over 80 ABC radio and Inter- 
mountain network stations. The Desk 
Pen Set may be obtained for fifty cents 
and an unwinding band or label from 
Folger’s Coffee 


@ ® American President Lines’ fast new 
cargo liner, SS President Lincoln, was 
launched September 28th at Bethlehem 
Steel Company's, San Francisco shipyard 
The 23,000 tons ship slid down the ways 
almost 100 years to the day that Abraham 
Lincoln was elected the 16th President 
Admiral Ralph E. Wilson, chairman of 
the Federal Maritime Board, gave the 
main address at the ceremonies, and Mrs 
Wilson broke the traditional champagne 
bottle across the bow. The liner’s keel 
was laid December 16, 1959 as part of a 
$32 million project to build two giant 
“Sea Racer” cargo ships. Her sister ship, 
Ss President Tyler, is still under con- 
struction. The builders expect to deliver 
the SS President Lincoln to American 
President Lines in February 1961, after 
extensive dock and deep water trials. The 
new cargo liner is 563 feet long and will 
carry a crew of 60 with 12 passengers 


The San Francisco Coffee Club's fall 
outing is set for the Peninsula Country 
Club, San Mateo on September 30th. Doug 
Wood of W. R. Grace Pacific Coast is 


chairman for the day 


a es Mr. and Mrs. Dick Sutherland, Leon 
Israel Bros., New York, spent two weeks 
visiting the Bay Area. Dick, who ts vice 
president of West Coast operations, spent 
considerable time at the San Francisco 
office while Mrs. Sutherland visited rela 
tives in Sacramento 


Jimmy Montgomery of Leon Israel 
Bros., Rio de Janeiro, spent a brief vaca 
tion visiting his mother in San Jose, Cali- 
fornia. The Bay Area being his old 
stomping grounds he made the rounds 
visiting old friends in the coffee trade 
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@® @ San Francisco coffeemen were sad- 
dened to hear of the sudden death of 
James Lynn Hoover. Mr. Hoover who 
was 50 years old died of a heart attack 
on September 8th. Although a native of 
Oakland he had lived in the San Mateo 
area for the past 9 years. His coffee ex- 
perience dated back approximately 20 
years when he was first associated with 
Joost Bros. of San Francisco. He also 
had been associated with Otis McAllister 
and |. A. Folger Co. He was active in 
San Mateo civic affairs and was a director 
of the San Mateo Boy Scout Council. He 
is survived by a wife and two daughters 


Fall outing time 


on West Coast 

WESTERN STATES TEA ASSOCIATION PICNIC. 
Considered by many to be the outstanding picnic in 
many a year was the annual Western States Tea Associa- 
tion’s outing at Huddart Park, San Mateo on September 
7th. President Fred Vance, Standard Brands; Ray Gra- 
ham, McCormick & Co., Inc.; Werner Lewald, Trans- 
pacific Transportation Co. assisted by the members had 
the festivities well organized for the large attendance of 


families and friends. 

Ed Spillane, G. S. Haly Co., in his inimitable fashion 
again was prepared for the occasion by providing horses 
for the children to ride. Ed is Deputy Sheriff of long 
standing of the San Maeto Mounted Patrol. The mounted 
body is available for various duties of searching and 
guarding in the interest of law and order for San Mateo 
County. A picnic in the mountains wouldn't be complete 
without somebody's little boy being lost; therefore, Ed 
was the man of the hour to mount his steed and with 
megaphone in hand find the youngster returning to the 
campgrounds a short distance down the trail. 


Under the able direction of Mrs. Fred Vance and Mrs. 
Ed Spillane the ladies had a wonderful day participating 
in dart games and horse-shoes. The dart game was won 
by Doe Rodriguez and Kitty Wilcutt; horse-shoes won 
by Doe Rodriguez. 


At Grace tournament: Harry March, 
Grace Line, Bill Lynch, formerly of W. R. 
Grace, Andy Glover, Manning Coffee, 
Bob Quinlan, B. C. Ireland, and James 
DeArmond, J. A. Folger. 

hand. 
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Western States Tea Association members 
found a great deal of attraction in the 
horseshoe pitching events. In the picture 
Dick Wilcutt and Fred Good try their 


Smiling winners of Grace Line golf tournament, (I. to r.) Gus 
Armandarez, Hills Bros.; Don Dunn, Haas Bros., Ernie Kahl, Ruff- 
ner, McDowell, Bob Bardsley, General Foods, Jim McCabe, Safe- 
way Stores, Walt Rupp, General Foods, Jack Hornung, Tenco, 
Inc., and Dale McBane, McBane Coffee Co. 


The men’s horse-shoe tournament, an annual challenge 
match, found Larry Traynor of Lipton and Geo. Hippeit, 
U.S. Navy in the winners circle. 

Charles Montague and Ray Masion ably handled the 
cocktail hour preceding the steak barbecue. With plenty 
of prizes for all from the Bingo game the members and 
friends went home weary and happy. 


GRACE LINE INC. ANNUAL GOLF TOURNAMENT. 
The stylish Orinda Country Club was the setting for an 
enjoyable September afternoon and evening of golf and 
dinner for the San Francisco coffee trade. Playing host 
for the annual festivities was the Grace Line Inc. Under 
the chairmanship of D. N. Lillevand assisted by H. A. 
March and H. Thompson the golf tournament, dinner 
and entertainment was handled with fine aplomb. 

Entering the winners circle for golf prizes were Jim 
McCabe, Safeway Stores with a low net of 56 and Gus 
Armandarez of Hills Bros. 2nd low net with 63. Other 
low net winners were Bob Barsely, General Foods; Bob 
Quinlan, B. C. Ireland; Don Dunn, Haas Bros.; Jack 
Hornung, Tenco, Inc. Low gross honors were shared 
by James DeArmond, J. A. Folger & Co. and W. Rupp, 
General Foods with 79's, followed by Dale McBane, Mc- 
Bane Coffee Co.; Bill Lynch, formerly with W. R. Grace 
& Co; Ernie Kahl, Ruffner, McDowell & Burch. 


Larry Traynor and George Hippeit took 
top honors with their expert horseshoe 
pitching at W.S.T.A. picnic. Here they 
show the portable bar set awarded as 
first prize. 
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Classified 
Exchange 


RATES Alexander, James A d Kerr Steamship Company, Inc. 
2 —$4.00 | —$7.50 2 —$! | Aldine Paper Company, Inc King Coffee = 
3"—$15 4"—$18 American Coffee Corporation Kontos & Co., C. T. 

American East India 3 
Situations Wanted: 20¢ per word $2 min. Corperation, The “yer g ee 

Aron, J., & Co., Inc. 
Atlantic Coffee Bag Co., In Mackey & Co.. 
Ausch Coffee Roasting Co Maxwell House Te: 
QUALITY CONTROL MANAGER Balzac Bros. & Co., Inc.* s McAdam Co., A. W 
: Bendiks. Inc.. H. L. C ‘ McCauley & Co., Inc., Edward P 
Our modern. food processing plant in Bennett & Son. Wm. Hosmer 8 McCormick & Co., In 
North Jersey is seeking a man to super- Bickford & Co. C. E Mississippi Shipping Company 
vise the quality control activities of B. M. T. Commodity Corp 2 Moller Steamship Company 
sampling, analyzing and evaluating cur- Bowen Engineering. Inc Mocre-McCormack Lines. Inc 
rent production against standard and 1 

Brazilian Coffee Institute 
samples and approve acceptable quality : 

Burns & Sons, Inc., Jabez : 
production for packaging and shipment Growers of Colombia 
This is an excellent opportunity for : Neugass & Co., Inc., L. 
qualified — individual Please submit Cecilware-Commodore Products Nopal Line 
resume with salary requirements. All re- Corp 3 ‘ 
plies held confidential and all will be Classified Advertisements Old Judge Cottee Co 
answered Clapp & Co., Inc., O. H 3 Old Slip Warehouse 

Box No. 111 Columbus Line Inc 

c/o COFFEE & TEA INDUSTRIES Continental Coffee Co 
106 Woter Street, New York 5, N.Y. Dannemiller Cottee Co an American urcau 
Phyfe & Co., Inc.. James W 


D'Antonio & Co., C. H Pneumatic Scale Corp., Ltd 
Dennison Mfg. Co Proctor-Silex Corporation 
Diplomat Hotel, The Probat-Werke 

Dodwell & Co., Ltd 14 

Donovan Coffee Co., Inc 14 Ransohoff Co., Inc., A. L 
du Pont de Nemours, E. I Reamer, Turner & Co 


Machinery . Ruffner, McDowell & Burch, Inc 
aes Enterprise Aluminum Co., The 


Eppens, Smith Co., Inc Salada-Shirriff-Horsey, Inc 
Fairchild & Bolte Schonbrunn & Co., Inc., S$. A 


FOR SALE PIECEMEAL Seeman Bros. tn 


Fitzpatrick & Hoffman, Inc Sexton & Co., John 


chi 3 Singhofen & Co., Inc., Ernest 
Modern Roasting and ~ ry Div Soares Co. A ¢ 
Ice siands 0 


Grinding Equipment Glasberg Co.. S. A 


Grancolombiana, Inc. Limited. The 
Available At Tremendous Savings Grand Union Co., The Stop & Shop, Inc 


Gump Co., B. F. 
3—Jabez Burns Model 23R Thermalo haediuas Sunkist Growers 
Coffee Roasters, complete with Hakim, Clement M 
Stirflex Coolers and Foxboro Auto- Heinen, A., Maschinenfabrik Thomson, Inc., Henry P 
matic Controls. (Located in Chi- und Eisengiesserei Tomlinson No-Drip Faucet 
cago.) Horwitz Co., Inc., Max Corporation 
3—Jabez Burns 4-bag Jubilee Coffee Ireland, Inc., B. € Torm Lines 
Roasters with Stirflex Coolers and : Thi 
Taylor Automatic Controls. ({(Lo- Leck United Fruit Company 
cated in New York.) i jon United States Navigation, Co 
2—Gump No. 666 and No. 777 Gran- Jackson & Son, Inc., S is 
ulators. Java Pacific & Hoegh Lines Weddle Tea Company 
2—Jabez Burns Green Coffee Mixers Johnson & Co., E. A : Western States Tea Assoc. 
or Blenders, 10 and 12 bag ca- Junta de Exportacao do Cafe ; Wyott Manufacturing Co. 
pacity. 
ALSO AVAILABLE 


Package Machinery, Hayssen, Scandia, | 
Miller, Battle Creek Box Wrappers. } ae 
Burns Model 22 Continuous Roaster 


Burns Models 33 and 35 5-bag Roasters. 4é ” | e 
THE BOOK OF SAUCES Spices: by JOS. K. JANK 


National Federation of Coffee 


Pacific Far East Line, Inc. 


RELIABHLITY 


Established 1912 


Maker, Weigher and Sealer 
Gump Size 550 Green Coffee Cleaners. | One of the most complete 
Pneumatic Scale Auto Cartoning Unit. | 1-volume collections ever de- 


A-B- t F 
voted entirely to the art of THEIR BOTANICAL ORIGIN 


Stokes and Smith Model A Stokeswrap H 

Burns No. 6, 7 and 8, '/2 and | bag Roast- preparing sauces. : It treats | 
ers. . this important subject in an | THEIR CHEMICAL COMPOSITION 

Burns No. 12, 14 and 25 Grinders. Al | 

Knapp, CRCO, Burt Wraparound Labelers. | interesting way. so. in- 


ag = ge Smith Models GI, G2, HG84, J | cludes a short summary of THEIR COMMERCIAL USE 

uger Fillers. i h b d flav 

erDs an 

INSPECTION INVITED k | 

Write, Wire, Phone Collect for Details and orings. pp-, vest-pocket Price $3.00 
also for our Special Low Bargain Prices size. 

only $3.00 


| 
| 
Union Standard Equipment Co. 
318-322 Lafayette St. 167 North May St. | Coft & Tea Industri | 


Write The Spice Mill Book Department 
New York 5, N. Y. 
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BICKFORD 


Coffee Brokers and Agents 
Since 
1886 


NEW YORK NEW ORLEANS 


120 WALL STREET 427 GRAVIER STREET 
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Agents: 

Ss. Binnings 
New Orleans @ Houston @ Galveston @ St, Louis 
Balfour Guthrie & Co., Ltd, 
Sas © General Agents 
Portland @ Vancouver, H 
Grancolombiana (New York), Inc. 
Montrea! @ Toronto 
Boston Shipping Corporation New York Chicago Detroit 

79 Pine Street 208 South La Salle Street 1355 Book Building 
W Hitehall 3-7200 DEarborn 2-2230 WOodward 1-3399 
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-Maryland Steamship Corporation 

Baltimore 

Lavino Shipping Company 

Philadeiphia 
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